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MART ... colorful . . . compelling 

e « « the display material which The 
Gorham Company has prepared to at- 
tract “Hunt Club” customers to your 
store. 


The material has the “feel”? of the 
aristocratic tradition of the hunt. Its 
background, a silver screen with hunt 
silhouettes, and its foreground of hunt- 
er’s pink bring out the essential beauty 
of the pattern, and magnetize the win- 
dow in which the display is shown. And 
the window cards which accompany the 
unit are briefly, smartly expressive. 


This window display is but one in a 
series of the smartest and most complete 
introductory, promotional and display 
material which has ever ushered in a 
silver pattern. 


Announcement booklets, de luxe cata- 
logues, attractive price folders, exquisite 


THE GORHA 





gift boxes—and many other attractive 
features are helping jewelers all over the 
country make the “Hunt Club” the big- 
gest selling pattern of the season. 


Magnetize your windows with “Hunt 
Club” display material and catch the 
early holiday shoppers. 


M COMPANY 
Providenee, R. I. 


AMERICA’S LEADING SILVERSMITHS SINCE 1831 
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New Impulses in 


Wen business starts upward 


and buying comes back to normal, the retail merchant is confronted 
with entirely new conditions. The buyer who has closed his pocket 
book against the purchase of the beautiful things of life, opens it 
again with a different mental aspect. 

The retail jeweler must recognize this in preparing to sell his 
fall and holiday stock. He cannot rely on the old appeals either in 
character of merchandise, display or sales promotion to have the 
same effect that they had before the business depression began. The 
buyer’s purchasing capacity, to a certain extent, has been dormant 
and when revived, he is apt to become keener, and, in some cases, 
imore discriminating. At least, he is more susceptible to up-to-date ap- 
peal. He is more strongly affected by the latest changes in fashion and 
style in art and in other movements that affect the psychological back- 
ground of the individual. ‘The buyer is more in accord with the new 
tempo of youth, of business and of human relations than ever before. 

Coldness, shabbiness or disorder in the store that had passed un- 
noticed a year ago will be noticed now. Old stock, old patterns and, 
in fact, out-of-date merchandise will be harder to move than ever. 

The change in buying, change in selling that has been going on in 
business for the past 10 years will be accentuated more than ever by 
the new conditions. The change in the elements that create the 
appeal for jewelry will be more noticeable now and more potent. 

The merchant must prepare for this and must be metaphorically ‘“‘on 
his toes” to see that he is in step with modern ideas. Not only must 
he use his own brains to know what his customers want, why they 
want it and how to make the appeal to them, but he must take ad- 
vantage of the best brains of his brother merchants by following the 
successful sales methods they have put in operation. 


‘Be Jewelers’ Circular is bringing 
to him in short and pithy articles a summary of what has been 
accomplished by the best brains of the industry. We are endeavoring 
to give him in these pages, from month to month, pictorially and in 
narrative form, the substance of the experience of those who are 
succeeding in every phase of our business. 

These experiences touch all classes of the industry—all kinds of 
jewelers, from the little merchant in the small town to the merchant 
prince of the largest city. “There should be something in each issue 
of THE JEWELERS CirRCULAR that will give information to every 
reader that will put money in his pocket in the way of suggestion that 
he can follow to advantage. Wherever jewelers have gotten in tune 


with the modern spirit and succeeded in adding to their sales, we are - 


seeking to get the facts and present them in briefest form that the 
whole industry may benefit by their experience. 
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Stimulating Profitable Merchandising 
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FISHING FOR BUSINESS 


By 


Dia you ever sell a diamond ring ? 
Did you ever go trout fishing ? 


Did you ever note the marked similarity between 
the two ? 


Many’s the time a fisherman will see the trout break- 
ing water all around him, just hungry for flies, but he 
only has worms for bait! 

A diversified bait is a good thing to have in a diamond 
stock too, provided it is well balanced. 

A skilled diamond salesman will treat a prospective 
diamond customer in precisely the same manner as a 
canny sportsman will go about landing a gamey trout. 

Just see how closely the two follow. Just realize the 
satisfaction of landing a three pounder. Compare it with 
the satisfaction of landing a $300 diamond sale. 

The instant a fish strikes, a good fisherman does not 
begin to reel in his line, nor does a salesman begin to 
bear down on his customer the moment a customer comes 
to his counter. Fish instinct says to run away; so does 
customer instinct. 

The fisherman plays out his line a little, then checks 
the run. So does the salesman. He makes the customer 
think he is “getting away with something.” The cus- 
tomer is. He is expressing his likes and dislikes. 

Now the sportsman takes in the slack. So does the 
salesman. Mr. Trout decides he wants to go away again. 
Possibly Mr. Customer has a similar notion. This time 
the play from the boat is not very far, but enough line 
must be given. 

In selling this is the anti-climax. Care must be taken 
that the fish does not make an unexpected, sudden break, 
get under the ‘boat, or go off between the rocks. Care, 
too, must be taken not to over-sell, or over-talk. Let 
the customer do the buying, but skillfully head him in 
the right direction. 

While the fisherman reaches for the net, the salesman 
reaches for the ring box. 

If a salesman says under his breath, “This is a tough 
baby,” or “No use bothering,” “That is only a looker,” he 
will not get very far, but when he considers each one 
who steps up to the counter as a good, likely prospect, 
and plays his trade as outlined, his sales total will be an 
interesting figure. 

Due to the fact that nine out of ten people who come 
up to the diamond counter are just lookers, and are out 
to compare prices, is sufficient to cause many diamond 
salesmen to get hard boiled and calloused. This looking 
tendency is just as keen in the class of people buying a 
$100 diamond as it is in those having $5,000 to spend. 

“Lookers” and “comparers” are potential buyers in the 
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C. E BUTLER 


great majority of cases; consequently first impressions are 
of vast importance. If more jewelers would weigh the 
relative value of these four essentials having to do with 
all important “‘first impression” there would be fewer 


1. Entire exterior. 
A. The window. 
B. Diamond display. 


B. Completeness or balance. 


4. Salesmen,, 
A. Approach: 
B. Personal appearance: 
C. Method of conducting sale. 


Let’s touch on two of the abové elements—Arrange- 
ment of stock and approach of salesmén. 

A show case is best arranged when the most popular 
or best selling items for that particular store \are 
arranged in the center of the case. That is\the spot on 
which the customer’s eye first rests. If 65 per cent of 
a store’s sales are on diamonds retailing at $200, then 
having this type of merchandise in the best position in 
the case will appeal to the majority of the store’s clientele. 

To the immediate right of this group would be those. 
next higher in price, with a still better selection to the 
tight of that. Now on the left of the center group 
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WITH NEW SELLING IDEAS 


would be a showing of the next lower priced rings, with 
the lowest prices to the far left. 

Approaching a diamond customer is distinctly different 
from approaching a hat, shoe, or clothing prospect. In- 
variably the diamond customer has his head bent down 
as he looks in the case. It would be foolish for a sales- 
man to put on a silly grin, as he says, “How do you do.” 
To say, “Could I interest you in a diamond ring or 
watch ?” is sensible. 

The usual answer is, “I am just looking, thank you.” 
That is where the training and skill of the salesman is 
made manifest. It is at this point that the customer’s 
interest is fastened on the line of the one selling—securely 
or not—depending on the ability of the salesman. 

“Have you seen the newest designs in platinum soli- 
taires?” is a good bait. That opening question must be 
answered in such a manner that whatever the answer may 
be, it will not close the book. Furthermore, this ques- 
tion must excite customer interest. It must also allow 
the salesman to discover in the answer what the prospect 
has in mind. Then the salesman is on the offensive. 

Nothing kills the sale or interest in a $150 ring any 
more than to first show a $650 stone. It is much better 
to have the process reversed. Again, nothing tends to 
make a customer’s interest lapse any quicker than to have 
the one serving him spend valuable time hunting for 
things. Then the salesman is on the defensive. 


Fishing is a great sport! 
So is diamond selling ! 








So for over 30 
days these two 
merchandise ex- 
perts test every 
item with an 
authentic mea- 
suring stick. 











ONE GOOD BUY 


4 


bhe scene opens 
in a large buying room that has a 
business-like appearance with mer- 
chandise of every type piled on 
shelves and in trays grouped into the 
classification under which it will be 
considered. Shy Cayce is seated on 
one side of a large table—Erskine on 
the opposite—and here they are. 

Cayce: “Here’s a good looking 
choker.” 

ERSKINE: “But this piece has a 
larger stone and | think greater sales 
appeal. The design is newer and 
harmonizes with the present trend of 
dress fashion.” 

Cayce: “The cost on that item is 
$8.50 and offers greater sales oppor- 
tunity and more style appeal. The 
records show that on a similar piece 
of merchandise last year we sold 130 
pieces. We should show an increase 


in the volume with this item, it being 
a better buy for the money, enabling 
us to offer more value to the custom- 
— ; 
We interrupted to inquire the 
manufacturer’s name and_ neither 
buyer could give us the information. 
“You see,” said Cayce, “We scru- 
tinize carefully each manufacturer’s 
line and after making our selection, 
request the merchandise be sent to 
our buying room where we make the 
final selection from all lines inspected. 
When the merchandise arrives, we 
give each manufacturer a number and 
each piece is tagged with his number 
as well as the price. In this manner 
we are not influenced or prejudiced, 
but judge the merchandise according 
to the standards we have set for each 
group. If we are buying bracelets in 
a certain price range, all are grouped 
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and our decision is made solely on the 
merit of the merchandise plus the 
sales volume of the past year, based 
on the records of that department.” 

The discussion then launched into 
a buying debate, with salt and peppet 
shakers in many styles and grades 
passing in review before Cayce and 
Erskine. 

Cayce: “This pair appeals to me 
for three reasons. First, the design is 
modernistic, making it attractive 
within the present style trend, the 
patented tops resisting corrosion, of- 
ter excellent selling material for the 
salesmen, and last the price is such 
that it will make an excellent value.” 

ErskKINE: “The weight in this pair 
is heavier, the price slightly more at- 
tractive, but from the customer view- 
point, I’m inclined to agree that your 
pair offers greater sales possibilities 
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and will give better service than these. 
The records show we sold over 1780 
pairs of a similar item last year. With 
the better price, new design, and of- 
fering more value, I think we can in- 
crease this demand.” 

ERSKINE: “There are over 70 dif- 
ferent necklaces within the $4.50 
price range. ‘This merchandise rep- 
resents the money that usually goes 
for candy and flowers. Why shouldn’t 
a jeweler attempt to attract this busi- 
ness to his store?” 

Cayce: “This 
prove a good seller.” 

ErsKINE: “But isn’t that a bit 
heavy and cumbersome for the young 
girl. It appears too bulky and lacks 
daintiness. This delicate chain, with 
transparent stone complements the 
average style selection of the young 
girl.” 


number — should 
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Cayce: “From last year’s record, 
it looks as if the lighter choker will 
prove the best sales bet. Number 
6135 moved slowly and it was an 
item very much like this heavier piece. 
It’s out. The other will fit in with 
the new demand that has developed 
for kiddies’ jewelry. It has a youth- 
ful appeal.” 


ERSKINE: ““There’s an important 
trend becoming more pronounced 
each day. Jewelry for children, par- 
ticularly, little girls, say from 12 
years up. Merchandise appealing to 
this new consumer market should re- 
ceive attention from jewelers as we 
recognize it as offering additional 
sales.” 

So for more than 30 days do these 
two merchandise experts for George 
T. Brodnax, Inc., of Memphis, 
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TEN RULES 


1. Buy merchandise ap- 
pealing to your cus- 
tomers, not yourself. 

2. Classify your mer- 
chandise into depart- 
ments and price 
ranges. 

3. Know from sales rec- 
ords the dollar volume 
and number of pieces 
sold each year. 

4. Know all sources of 
merchandise in each 
individual group. 

. Don’t buy lines miles 
apart. 

. Merchandise well 

bought is half sold. 

. Prestige is built on 
values and service. 

. Sell exclusive mer- 
chandise when pos- 
sible. 

9. Know each _ item 
bought represents the 
best money value. 

10. Don’t guess—buy with 
knowledge, facts and 

figures. 
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DS TO ANOTHER 


Tenn., put to a test with an authentic 
measuring stick every item to be sold 
in this remarkable store. 

Above are ten rules which Erskine 
and Cayce apply to every item of 
merchandise bought: 

Selecting with meticulous care, 
analyzing each purchase and making 
no commitments without first know- 
ing the actual and potential sales de- 
mand of each piece of merchandise is 
perhaps one of the very important 
reasons why George T. Brodnax, 
Inc., of Memphis, Tenn., is one of 
the South’s most successful jewelry 
stores. 

Shy H. Cayce, sales manager, and 
Albert R. Erskine, vice-president of 
the company, visit New York on a 
buying trip and with them come rec- 
ords which reveal not only the num- 


(Turn to page 127) 











When Henry Ford 
couldn't BUY the 


Silverware on Display 


dd 
_ mean to say 
that you can enter the homes of Charleston,” 
said Henry Ford, “and select from their old 
silver the pieces you wish to display in your 
galleries and not even give a receipt.” 

The motor magnate was addressing William 
Porter Cart, jeweler of Charleston, S. C., 
who for the past 10 years during the magnolia 
season, February, March and April, arranges 
an exhibition of fine old silver, the property 
of Charleston’s oldest and finest families. 

Henry Ford had heard of this idea and 
came to Charleston to inspect this remarkable 
exhibit. He spent an hour and a half in the 
galleries, above the store of the W. P. Cart 
Co., where the exhibit is held. 

“You know,” said Ford, “this appeals to me 
more than a museum because here everything 
is so intimate; it’s the personal expression of 
the ancestors of your best citizens. Is any of 
this for sale?” 

“I advised Mr. Ford nothing in the exhibit 
was for sale,” said W. P. Cart, “but sug- 
gested that there were some fine pieces in our 
store below that were. 

Together we went over the old pieces as 
well as some fine reproductions. Mr. Ford 
selected approximately $2,300 worth of silver. 
In making the purchase he merely indicated 
each piece preferred and not once did he 
inquire of the price. When he completed 
the transaction he requested that the bill be 
sent to his secretary who would send a check. 
Before leaving he extended a personal invi- 
tation to be his guest for a day at Sudbury, 
Mass., which I have taken advantage of and 
where every possible courtesy was shown me.” 

Ten years ago W. P. Cart believed that the 
city of Charleston possessed more fine old silver 

(Turn to page 131) 
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W. P. CART 
Sold Him 


Something Else 


“1 advised Mr. Ford nothing in the exhibit was 
for sale,” said Mr. Cart, “but suggested other 
fine pieces in the store.” 





Silverware sales have increased in the 
W. P. Cart store over 25 per cent and 
during the last showing totaled over 


five figures. Below is the antique sil- 
verware display held in his store. 
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Photograph at right shows the 
mechanism which forms the 
“heart” of the time service sup- 
plied by the Naval Observatory. 
The time signals are sent out by 
the radio station at Arlington. 


| 


SOLVING TIME 


All this discussion as to positive ac- 
curacy and time solved for us by the 


United States Naval Observatory 


The photograph at 
left shows the in- 
terior of the United 
States Naval Ob- 
servatory at Wash- 
ington, D. C., and 
the six-inch transit 
circle used for time 
determinations. 
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FOR ALL TIME 


Tell your Customer what is 
behind the chronometer in 
your window 


I. was I6 years ago 
that the radio station at Arlington 
was completed and began broadcast- 
ing time signals of the United States 
Naval Observatory. Up to that time 
the signals had been sent only at 
noon, and had been omitted on Sun- 
days and holidays. ‘They were trans- 
mitted chiefly by telegraph and the 
code used was little known except to 
jewelers and railroad men. With the 
completion of the Arlington station 
the Observatory began sending two 
signals daily, and the practice was 
started of publishing corrections to 
the signals as determined from later 
observations. Until comparatively 
recently the correction to a signal 
was determined by a comparison ot 
the final dash of the signal with the 
standard clock. 

It has been found, however, that 
the signals from the break-circuit 
wheels of the standard clocks are not 
spaced with perfect uniformity. This 
condition is due to a peculiarity of 
the escapement used in these clocks 
and has no particular bearing on 
their timekeeping qualities. For this 


reason the practice has been adopted™ 


of comparing at least ten widely 
separated dashes of each time signal 
with the standard clock and basing 
the published error of the signal on 
the mean. 

The somewhat irregular spacing of 
the signals made by the standard 
clocks is unavoidable so long as the 
signals are taken from the _ break- 
circuit wheel. However, the signals 
can be taken directly from the pen- 
dulum by means of a photo-electric 
cell, and this method has been sug- 
gested and tried experimentally in 
various places. 
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One of the minor difficulties of 
the time service is to keep the trans- 
mitting clocks perfectly in beat. Our 
code consists of sending a short dash 
for every second, except certain ones 
which are omitted for identification. 
The dashes for the even seconds are 
made when the pendulum is swing- 
ing in one direction and those for 
the odd seconds when it is swinging 
in the other; so that they are to a 
large extent independent of each 
other. If the clock is out of beat 
the odd-second dashes will divide the 
intervals between the even seconds 
unequally. This discrepancy is not 
apparent on an ordinary chrono- 
graph but it can be observed readily 
with more precise apparatus, such as 
an oscillograph. To compensate for 
it we measure an equal number of 
odd and even dashes, and recom- 
mend that the users of the signals do 
likewise. Two remedies have been 
proposed for this effect. One is to 
discard the second pendulum and 
substitute a half-second pendulum, 
which would initiate only one sig- 
nal during each complete oscillation. 
Another way, and one that would 
perhaps have other advantages, 
would be to alter the code so as to 
sound only the even seconds. 

Such a serious change in the code 
would hardly be justified for this 
purpose. There is, however, a small 
change in the code under considera- 
tion at the present time. ‘This is a 
plan to identify each minute of the 
signal by omitting a dash toward the 
end of the minute. The number of 
dashes immediately following the 
omitted one would represent the 
number of minutes still to elapse be- 
fore the final long dash. 


17 


by 
Cc. B. WATTS 
U. S. Naval Observatory 


The excellent performance of the 
Shortt clocks at the Royal Observa- 
tory led the astronomers there to 
take a step in computing clock rates 
which had not before been consid- 
ered necessary. 


This involves the 


consideration that sidereal time, as 
ordinarily defined, does not progress 
with perfect uniformity. If we de- 
fine sidereal time as the hour angle 
of the true vernal equinox, it is obvi- 
ous that the variable portion of the 
precession, known as nutation, by 
causing the hour angle of the equinox 
to vary somewhat irregularly, will 
produce corresponding inequalities in 
the progression of sidereal time. For 
this reason a clock being rated in 
sidereal time may be charged with 
small departures from a uniform rate 


(Turn to page 125) 
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James D. Dougherty 
General Manager 
J. B. Hudson, Inc. 
Minneapolis, Minn. 
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STORE PRESTIGE 


IN EVERY PACKAGE 


by 
ALBERT W. MORSE 


Profit from the experience 

of a fine institution which 

has made a study of this 
problem. 





dd 
W at is your system 
of packaging purchases? 

“For many years, and as a matter of fact only up to 
within the last year or two,” replied James D. Dougher- 
ty, manager of J. B. Hudson, Inc., Minneapolis, “we have 
experienced a battle with ourselves in the matter of buying 
and handling the many types and sizes of boxes needed in 
the jewelry business. The fact that we have boxes for 
very fine diamond jewelry, likewise for watches, to say 
nothing of the lesser-priced boxes required for the more 
moderate-priced jewelry and watches, most of these boxes 
of course being of the smaller hinge type, calls for a box 
buyer of unusual intelligence. He must know not only 
the difference between good leather and cheap leather, 
but also the good and bad imitation leathers. He must 
know good papers, and good printing or dye stamping, 
for these are factors in the final appearance of the better- 
made boxes. Then again we must have a certain type of 
paper box that can be used in the novelty and gift de- 
partments, boxes which will run from a very small size 
to sizes that will care for bill folds, and for the flatter type 
of merchandise.” 


= the lining and 


filling of the boxes determine either the success or failure 
of packaging? 

“Yes, decidedly so. ‘These boxes are of course stuffed 
with cotton, an item in the box field that calls for in- 
telligent buying. p 
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String, paper, boxes and wrapping mate- 
rials, small details in a great business, but 
considered important by executive of a 
great jewelry store. 

Outward appearance of package must re- 
flect prestige of gift and sentiment of giver. 


“There are just as many grades of cotton sold to the 
jeweler as varieties of pickles, and with probably as many 
colors. The conservative jeweler who wishes to surround 
his merchandise with an atmosphere of dignity and re- 
finement will resort to only the finest of white cotton, 
which has a foundation to it, giving the merchandise a 
superior background at all times.” 


Flow do you package 
flat silverware in your store. 

‘Here again is another type of paper box which must 
be made in sizes to accommodate dozens of pieces, like- 
wise single pieces, which requires a great variety of boxes. 
They should be well-selected, so that a saving may be 
made in construction along standardized lines.” 


Hew do you guard 


against Sterling flatware becoming tarnished ? 

“That is easily accounted for, and I can show you how 
we guard against such conditions. Not only the box 
enters into the delivery of flatware, but you have another 
consideration, the flannel bags or rolls. Here, again, the 
worth of an experienced buyer is brought into the picture, 
because in the jewelry business, like the cotton, you can 
find so many good and bad specimens of bags. One 
must guard against selecting a flannel that will absorb 
moisture, causing silver to tarnish. Many people owning 
patterns of Sterling silver flatware take them out of the 
bags but seldom. ‘They use them on rare occasions, 
and naturally they believe that a flannel bag is a degree 
of protection against tarnish. Yet we have many in- 
stances where through careless selection of the flannel 
a tarnishable substance has appeared through lack of use 
of the silver, which is attributable only to the dyes and 
peculiar sulphur effects that appear in the fabric. Silver 
should be used often, because it needs the light, and to 
be appreciated it must be seen often. 


How do proper boxes 

aid the sale of merchandise ? 
“We might take a ‘little journey’ with the sale of a 
piece of merchandise, selecting, for example, a handsome 
bowl from our silver department. A customer asks that 


(Turn to page 123) 








WHEN SHE IS TWELVE 


Watches 
Mesh bags 
Necklaces 
Bracelets 
Rings 

Party bags 
Clips 
Collar pins 
Dresser sets 


When selling jewelry 
to the younger child it 
is not necessary to as- 
sume a dignified air or 
superior knowledge. 
Youth is sensitive and 
relies on encouragement 
and assurance. The 
friendly smile goes a long 
way to help the sale. 

By 


Madame Hamilton Jeffries 


Jeweled Daughters 


Wat an interesting age 
we are living in—and what an age for 
youth! Youth may think for itself and 
may express its own individuality as youth 
sees it, not as the parent wishes youth to 
see it. Gone are the inferiority complexes, 
inhibitions and indecisions. 

Today the youth or growing daughter 
decides with astounding clearness of vision 
and with a grown-up’s keen perception. 
And with this new freedom of youthful 
outlook comes the power of selection. This 
power has developed in the last 10 years 
with amazing strides until now we have 
the keenest youth of the entire world. This 
youth loves beauty. It has a movie eye, 
radio ear, uncanny judgment and an amaz- 
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NOW SHE IS TWENTY 


Fitted over night bags 
Pen and pencil sets 
Metallic belts 

Crystal and silver drops 
Sportslink wrist chains 
Vanities 

Chain pocket books 
Belt buckles 


Semi-precious stone 
bracelets 



















The young moderne or 
college senior usually 
builds up a_ romantic 
background to justify her 
possessions. She appre- 
ciates quiet dignity on 
the part of the salesman 
and radiates when she is 
assured that her purchase 
is of the greatest impor- 
tance. 








































“A Fashion Editor 


The Jewelers’ Circular 


| welve to Twenty 


ing power in reserve. “Today the daughter 
buys and the mother approves or just looks 
on, whatever the case may be. 

This new development places a responsi- 
bility on the’shoulders of the designers and 
creators to create that which the young 
modern must have. 


ir retailer and the 


clerk who make the sales and have the art 
of selecting the suitable article to suit the 
fancy of this new American girl, must bear 
a responsibility in acquiring a knowledge of 
human behavior. 

How can we know what this daughter 
of Eve demands for her jewelry? What 
does she want? Frankly, we cannot know 
but we must put ourselves in her place and 
think if we were the girl what we would 


(Turn to page 125) 
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They Seem to Agree That 





















A combination cigarette and vanity case and a double 
loose powder compact. Both bound in rich Florentine 
leathers. They retail for $3 and $2 respectively. 








An ash tray of green quartz mounted on hand-carved 
teak-wood. It is an attractive item for the gift section 
Retail price, $12. 





A hand-hammered cigarette box of pewter with a hand- 
painted silhouette, done after the style of the Russian 
pewterers. Retails for $25. 


Book ends in pairs. These attractive numbers may be 
obtained in copper or brass, enameled with different colors 
They retail from $2.50 to $5 a pair, and are a big addition 
to the library table 














This photograph album is bound 
n hand-tooled and_ illuminated 
eather mounted on a wood back- 
ing. Its dimensions are 13 by 16 
nches and the leaves are loose so 
that the album may be enlarged if 
The retail price is $35 









ecessary. 













Information regarding 
gift items can be 
secured from THE 
JEWELERS’ CIRCU- 
LAR. 
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Gifts Must Be Smart 


A costume necklace of jade, with hand-carved pendant 
set with cultured pearls, mounted in gold mounting with 
an antique green finish, retails at $225—A hand-carved 
jade ash tray which sells for $30. 


A paper weight, penholder, and stamp box in solid cast 
bronze or brass. These smart items retail at $2, $3 and $3 
respectively. 


Two views of a combination lamp and book rack. It 
stands 21 inches high in either brass or bronze. The shade 
is of hand-done parchment, decorated with the sign of the 
famous Boar’s Head Inn, of old En 
gland. Retail price, $46 


A modern tea or coffee set of 
sterling silver with New Zealand 
jade handles. It was conceived by 
Eric Magnussen, famous designer, 
and executed as a modern adapta- 
tion of the old Roman oil lamp. 


Hunt glasses of English crystal 
glass for the smart home. Stems 
are in the form of a bulb and con- 
tain little figures enacting the 
drama of the hunt. The huntsmen, 
hounds and horses are of glass with 
blown over colors. The line com- 
prises cocktail, champagne and 
drinking glasses and a large hunt- 
ing goblet. Retail prices are $12.50, 
$12.50, $15 and $45 each. 





Articles are selected 
from a wide range of 
the latest offerings. 
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Getting the Facts of the 
Jewelry Business 


HE questionnaire sent out by 

the Department of Commerce 
to the retail jewelers is already dis- 
closing facts that will prove most 
important to the industry and as the 
statistics are developed and investi- 
gated, more and more facts will. be 
tabulated from which we will learn 
of tendencies and trends of which we 
had no idea and on which we can base 
selling campaigns that should prove 
of great advantage to the industry as 
a whole. 

This questionnaire which was for- 
mulated, worked out and developed 
through a committee of the American 
National Retail Jewelers’ Association 
under the guidance of its economic ad- 
visors may prove one of the greatest 
boons to the industry that has come to 
it in many years. The facts developed 
by the survey of the Harvard Bureau 
of Business Research have been most 
important and of great advantage, but 
even greater advantage is expected 
from the facts which will be de- 
veloped by the Department of Com- 
merce, which sent out the question- 
naire, when its experts have finished 
their tabulation. 

As told in another column of this 
issue, among the first conclusions 
drawn from the statistics have been 
an accurate comparison of the busi- 
ness done by months of last year. 
This indicated the smallest amount 
of business was done during February 
—5.54 per cent of the year’s total; 
the largest month was December, in 
which over 26 per cent of the year’s 
total was done. Next to December 
came June with 8.36 per cent of the 
total. 

The tabulations also have shown 
that the sales of 1929 were just 2.2 
per cent less than in 1928 and that 
had not the slump come in the last 
couple of months, the year would have 
been actually better than its predeces- 
sor. Another important fact indi- 
cated, was that business in New 


England, the Middle Atlantic, Great 


Lake, Central and South Eastern 
States had shown a consistent de- 
crease in 1929 as compared with 1928 
as had the Mid-continent and North- 
west. The Gulf States, the Central 
West, the Pacific Northwest and Pa- 
cific Southwest either held their own 
or showed a gain over 1929 as com- 
pared with 1928. 

Further analyses of these statistics 
which will be released from time to 
time will be watched with deep 
interest and as fast as the conclusions 
are arrived at they will be broadcast 
to the industry at large. 


Two Watches for Every 
Man 


A N important resolution passed at 


the last annual convention of 
the American National Retail 
Jewelers’ Association reads: 
“We recommend that the men wear a 
wrist watch for greater convenience and 
a pocket watch for accuracy; two 
watches for better satisfaction.” 


this should be impressed on every 


4 “We must increase pro- , 


duction. We must use our 
unused available savings to 
do that. We must steadily 
increase sales. To do that, 
we must spend more money. 
No doubt, we shall also save 
more, for if in the future, 
we save more when times 
are booming and spend more 
when times are bad, we 
shall, in the long run, save 
more and spend more. It is 
not questioned that in the 
past 25 years, the people of 
the United States have saved 
more money and also spent 
more money than any other 
people in the world. In that, 
they have done well, for by 
spending more money, we 
do not waste the substance 








ACROSS THE 





of the country in riotous sav- 
ing,” said William Trufant 
Foster before the convention 








of the American National 
8 Retail Jewelers’ Association. 
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watch salesman of the country and 
if necessary, printed and framed for 


use in every jewelry store. The slo- 
gan “two watches for better satisfac- 
tion” is one around which good busi- 
ness may and should be built. 

The sentiment should be brought 
home to the customer in advertising 
and display as well as in sales talks. 
Properly done it should create no re- 
sistance on the part of the customer 
for the possession of two kinds of 
watches will bring real satisfaction 
to every wearer as well as increased 
business to the jeweler. 

Let the watch salesman realize that 
every wearer of a wrist watch should 
be a prospect for a pocket watch and 
vice versa. Let him first be “sold” 
himself on the merit of the idea and 
it is then easy to sell the customer. 


August's Diamond 
Imports 
3} wees the business slump, 


the diamond trade continues 
to hold its own much better than was 
expected. The latest statistics of im- 
portations (those of August recently 
compiled especially for THE 
JeweLers’ CIRCULAR) indicate that 
the total value of the diamonds im- 
ported that month ran over $3,000,- . 
000, of which the value of the rough 
imported was over $472,000 and the 
cut over $2,606,000. While this 
shows a decrease of $1,400,000 from 
the total of August, 1929, and of 
$1,900,000 from the total of August, 
1928, it is distinctly a substantial 
amount coming as it did after the ac- 
cumulation of importations in June 
and July, due to the new tariff. It 
is also gratifying in view of the fact 
that buying of diamonds on the part 
of the retailer has only just begun 
again. 

One feature brought out by the 
statistics of August worthy of com- 
ment is the fact that less than a 
quarter of the total amount of rough 
came to our cutters directly from the 
London syndicate, over half the 
amount coming from the cutting cen- 
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ters of Belgium, practically none from 
Amsterdam and about 22 per cent of 
the amount directly from the Union 


of South Africa. But seven carats of 
diamonds came from Brazil during 
the month and but 14 carats from 
British Guiana. 

A much better idea of the condi- 
tion of the diamond trade will be in- 
dicated when the imports of Septem- 
ber and October are available. 


The Elements of Success 


T is unfortunate that many of our 
retailers are _ constitutionally 
watchmakers and not merchants— 
others are constitutionally jewelers 
and not merchants and still others 
who have the merchandising instinct 
well developed are not real jewelers. 
The new JEWELERS’ CIRCULAR is 
seeking to fill the gap missing in all 
these cases by aiding the merchant to 
become a jeweler and the jeweler and 
watchmaker to become a merchant. 
For it is the combination of the three 
that will make for successful business. 
In this new era of business, the 
man who is a jeweler only cannot 
hope to make the greatest success and 
neither can the man who is only a 
merchandiser without real knowledge 
of the jewelry trade. ‘The proper 
selling of jewelry requires expert 
knowledge of articles dealt in, their 
history, their characteristics and the 
factors that govern their value. But 
with this knowledge, the dealer needs 
to know how to buy, how to sell and 
in many cases, how to properly finance 
his business. 

The knowledge necessary to be a 
real jeweler has not changed as the 
years have gone on but the basic prin- 
ciples of buying and selling have and 
are changing from day to day. That 
is why we are putting so much stress 
in the editorial content upon the mer- 
chandising end of the business that we 
may help those who are already ex- 
pert in their line, become real mer- 
chants as well, and capitalize the 
knowledge which they have obtained 
by years of experience. 
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THE SKYS ARE CLEARING 








Modifying Trade Rules 


, \HAT the Federal Trade Com- 

mission is contemplating re- 
vising and modifying the trade prac- 
tice rules for the jewelry trade enun- 
ciated sometime ago is regretted by a 
large number of people in the in- 
dustry. For the conference rules 
adopted and announced by the com- 
mission, last December, were based 
on the resolutions as adopted by the 
jewelry trade in conference at Chi- 
cago, the previous June, and expressed 
very thoroughly the sentiment of the 
intdustry in regard to the various sub- 
jects taken up. 
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The proposed modification of the 
rules, is reported to be due to the fact 
that the Commission is about to mod- 
ify the trade practice rules of many 
industries and the action, in no way, 
applies to the jewelry trade alone. 

The modifications, in some cases, 
mean simply the addition of a few 
words. However, in most of the 
new rules in Group 1, as tentatively 
revised by the Commission, the addi- 
tional words will make it very much 
harder to sustain a complaint as the 
intent of the offender and the de- 
ceiving purchasers must be established 
and cannot be inferred from the acts 
complained of. 




























———— 


Fifty - three - year - old firm sells 
many precious stones to wealthy 
clientele but is also interested in 
customers buying $5 to $20 gifts. 
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The third of a series of three 
individual shops showing 


FINE MERCHAN 
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watch and silverware depart- t 


Md 
#® present merchandising 
policy is simply to carry a line of fine 
merchandise and sell it at a fair 
price.” 

And there in a nutshell is the story 
of Julius C. Walk & Son, Indian- 
apolis, Ind., as phrased by Reginald 
W. Garstang, secretary-treasurer and 
advertising manager. 

“In the new store,” Mr. Gars- 
tang says, “we are not competitors 
with department stores’ silver and 
jewelry departments. In silver plate 
we are stocking only complete pat- 
terns in several major lines instead of 
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ments. 








THE JEWELERS’ CIRCULAR 
for November, 1930 









RICES 
GREAT BUSINESS 


FOR JULIUS C. WALK & SON 
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An atmosphere of exclusive- 

ness has been created with 

three shops designed in one 
store. 





miscellaneous articles. We are con- | 
centrating on Sterling. We have the | 
only flat-silver table in Indianapolis. | 
It accommodates six to eight custom- 
ers at one time and displays 16 
sterling silver patterns, with room at 
the back down underneath for com- 
plete storage of all reserve stock. As 
customary, we are concentrating on 
diamonds and platinum jewelry, the LH 
investment representing a 30 to 40 H || 
per cent increase over the stock of i) ss 
the old store. I) 

“After 53 years we have the satis- 


(Turn to page 129) 
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Satisfying Fashion's Capricious 


For Afternoon 


Jade ensemble of matched graduated beads, 
earrings, diamond and jade bracelets, 
brooch, jade ring, diamond ring of baguette 
and brilliant cut stones—a jade enameled 
cigarette case completing the costume 
Shown on a gown of pinky-beige velvet. 
































For Evening 


This modern gown of black chiffon accen- 
tuates the lustrous beauty of the emerald 
and diamond ensemble of necklace pen- 
dant, bracelets, ring, earrings and hair 
ornament set off with a large marquise cut 
diamond of unusual brilliance. 


36 DEAR 00. i ai ct te SE OEE: 
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For the Street 


For dignified street wear this costume of 
French design trimmed with Persian Lamb, 
with carved amethyst choker, bracelets, 
rings, earrings, hat ornament and brilliant 
cut diamond ring, meets the requirements 
of the lady of fashion. 



































For Sports 


This model, dressed in a smart sport suit 
of brown tweed, reflects a modish en- 
semble of topaz for sport wear with her 
matching necklace, bracelet, sport wrist 





a SKS) a watch and ring. The topaz, beautifully 
‘ ESN NS) 
pe ees } * cut, is perfect for sports wear. 


(Turn to page 109 for Pageant Story) 
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Big Selling Days 
Just Ahead 





ZA 








The first day of 
November falls 
on Saturday. 
Start your merchan- 
dising campaign by 
showing topaz jewel- 
ry in your window 
displays. It is the 
birthstone of the 








Sales opportuni- 
3 ties are ahead. 
Plan your adver- 


tising schedule now 
and begin the week 
with forceful news- 
paper copy centering 
attention on your 
birthstone display. 


an Election Day 

window display 
showing neatly 
framed pictures of 
candidates, a_ ballot 
box and ballots as a 
background for jew- 
elry and watches. A 
showcard should urge 
every American voter 
to exercise his right. 


A. Be ready with 








Have Armis- 

tice Day dis- 

plays in the 
windows. Use patri- 
otic symbols—pop- 
pies and relics of the 
great war—as a set- 
ting for wrist watch 
and watch §attach- 
ments. 























to your mail- 

ing list call- 
ing attention to the 
approaching Thanks- 
giving and Christ- 
mas holiday stocks 
soon to be ready for 
inspection. 


1 A post card 





Start ad- 
l vi! vertising 

Thanksgiving 
silverware and begin 
the week by showing 
a window display of 
hollow and flat ware. 
Urge salesmen to call 
attention to new 
stock. 





Center pub- 
| 8 lic attention 
on your stock 
of fine china and 


glassware suitable 
for the Thanksgiv- 
ing dinner table. Dis- 
play attractive offer- 
ings of both. 





Stress things 
i 9 to use for 

Thanksgiving 
in your advertising 
in the newspapers 
and in letters to your 
mailing list. Use a 
harvest window dis- 


Make your 
? () ne WS p aper 

copy invite 
them into your store 
for their Thanksgiv- 
ing table _ service 
needs. Call attention 
to odd pieces and 
full service chests of 
silverware. Adver- 
tise carving sets. 








Send out let- 
yi. 5 ters to your 

complete 
mailing list, inviting 
them to visit your 
store. Decorate the 
interior to reflect the 
Thanksgiving feast 
day spirit. 





The last 
26 day before 

Thanksgiv- 
ing. Urge salesmen to 
make a sales record 
for the day. Feature 
your most attractive 
stock. Show a com- 
plete table properly 
set for the feast. 











Why not call 
28 attention to 

stationery, 
gold and silver pen- 
ceils and _ fountain 
pens and to the ap- 
proach of Christ- 
mas? Urge early 
shopping. 





_— 
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November 
fi Suggestions 




























Feature clocks 
5 in your advertis- 

ing and display 
them in your store. 
Announce _ election 
returns on an attrac- 
tive window card. 
Give electric clocks 
a place in the dis- 
play. 





Advertise 
l 3 and display 

football and 
indoor trophies. Sil- 
ver cups and other 
appropriate mer - 
chandise may be 
used. Show photo- 
graphs of local foot- 
ball stars. 


Instruct your 
6 salesmen to call 

attention to a 
number of specials 
you are offering. 
Clear up some of the 
old stock in this way. 
Show some gift mer- 
chandise. 








Show attractive 
7 pieces of  cos- 

tume jewelry set 
with topaz and dis- 
play an appropriate 
window card calling 
attention to the fact 
that costume jewelry 
is in vogue. 


Saturday is week 
end special day. 
Move out more 
old stock by offering 
good values at re- 
duced prices for one 
day only. 











for more 

business on 
formal jewelry for 
men. Cuff links, 
studs, evening dress 
watches and _ cigar- 
ette cases should be 
featured. 


l Make a bid 


Be ready 
| with a dis- 
play of fine 
perfumes. Cash in 


on this opportunity 
by making your 


store headquarters 
for discriminating 
buyers. Send a let- 


ter to a selected list. 














Winter is just 
2 | ahead. Begin 

to talk about 
“lay aways” for 
Christmas gifts and 
keep up interest in 
your Thanksgiving 
offerings by increas- 
ing your advertising 
space. 














Bring out 
29 your bridge 

prizes and 
sets. Show a special 
window display of 
this merchandise and 
include some of your 


gift stock suitable 
for Christmas pres- 
ents. 


Saturday 


ye should be a 

big sales day. 
Offer odd pieces for 
the Thanksgiving 
table service at re- 
duced prices. Dis- 


pose of some of the 
slow moving stock. 
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Get your 
2 Thanksgiving 
Day windows 
ready bright and 


early. Show a cor- 
nucopia emptying 
fruits, fall foliage, 


pumpkins and a 
framed proclamation 
of the holiday by 


President Hoover. 


| 





OW we move into December, the 

greatest sales month of the year. 
Plans should be completed early in the 
month for a big selling campaign and 
every effort made to make a sales rec- 
ord during this period. Brighten up 
your store with sales compelling mer- 
chandise. Go through your old stock 
and select articles suitable for special 
Christmas price tables. Get the Christ- 
mas spirit into your store. 


+ 
| 
| 
| 
| 
| 
| 
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PROVEN PROFIT 


ar China and Glass Department 
Individual patterns in bins and on tables is the secret of 
china selling according to Charles K. Boas, jeweler of 
Harrisburg, Pa. 

Goods displayed so as to eliminate confusion can be 
bought more intelligently than if crowded together. The 
beauty of a pattern becomes more apparent when it is 
isolated. 

To successfully operate a china department in a 
jewelry store, proper selection of the stock is necessary. 
A well chosen, evenly balanced line does not have to be 
extensive if due care is used in selecting merchandise. 

In this store 30 patterns, all open stock, cover the 
field, in addition to several related service plates. No 
attempt is made to compete with those carrying the pop- 
ular priced lines. 

Special tables set in the store always have an eye appeal. 
Occasionally special tables are arranged in the homes 
of good customers. While this entails extra work, the 
service is invariably profitable, for many women like to 
see just how certain patterns harmonize in their own 
homes. Then they buy. 


Direas Attention to Manufacturers Ads— 
There is nothing like taking advantage of the national 
advertising, Wm. E. Fritz, Quincy, Mass., finds. He has 
stickers printed that are about four by eight inches, which 


read: “See Page There is something of interest 


to you.” 

When some manufacturer or distributor has a good 
sized advertisement of some article which he carries in 
some of the national consumer magazines, Mr. Fritz 
buys up a number of the papers, puts the sticker on the 
front cover, and clips the corner of the book so that the 
reader may easily turn to the page in question. Another 
sticker goes on the bottom of the advertisement. This 
tells the world that the above advertised merchandise 


These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


may be bought in his jewelry shop. When this is done 
the marked copies are distributed around to doctor’s 








offices, clubs and other places, where the public is apt to 


while away a little time. 
Hove a Seat 


Customers don’t mind waiting at the Duval Jewelry 
Co., Jacksonville, Fla., whenever there is a crowd. The 
reason is that there are always seats enough to rest in 
while waiting. 








A. O. Jenkins has found that, when there is nothing 
to sit on, customers will wander around nervously and 
fret because of the delay. The seats obviate this, and 
the customers are sometimes even grateful for the oppor- 
tunity to rest their feet a while. 
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MAKERS 
(Ly That Get the Money 


ae ; a> rr When day jewels go out “Friend-Makers” go in 
f Pe "aes When the regular diamond displays are taken out 
of the windows of the Washington Jewelry Co., Boston, 
Mass., each night, a special feature called “Friend Mak- 
ers” is given preferred front space. These displays are 
for the evening shoppers, so are always something out- 
standing. Occasionally something is featured at a price 
but more often an unusual set of silver has the spot light. 
Again some night a card telling of the advantages of 
credit buying will be used. A check has shown that 
at night people will linger longer in front of a window 
than they will during the day. 
Many mail orders come in from these “Friend Mak- 
ers,’ and scarcely a Monday rolls around without a 
goodly number of letters relative to this feature. 






























Shewne a Good Turn 


Undoubtedly the secret of showing a good stock turn Right on Time 
lies in the rigid adherence of keeping within the bounds “Just call Brackin’s for the correct time,” is an adver- 
of a buying budget, says Fitch-Bryant, Boston, Mass. tisement used by this enterprising firm of Birmingham 
Buying only for cash is also an important factor. A cer- retail credit jewelers. 

tain round sum is fixed as the proper investment. When Hundreds of calls are made by telephone for correct 


that money is spent, no more goods will be bought until 
a certain percentage is sold. 

A very simple and comprehensive bookkeeping system 
is used, with the usual register book playing an important 
part. This latter book gives all the details of each piece, 








time at Brackin’s daily. It has proved one of their best 
advertisements, according to N. L. Brackin. 

All one has to do is to call Brakin’s telephone number 
and a young lady operator at the store gives the correct 
time and adds, “Brackin’s.” After giving the time the 
telephone operator pauses for a moment, and should the 






where it came from, the cost, a minute description, to person thus calling desire to speak to anyone in the store 
whom sold, the price, etc. It is very valuable in giving the operator connects the call with the proper person. 
data to the insurance companies as well as furnishing the All telephone calls are answered by the operator first, 
business with an exact perpetual inventory. giving the correct time. 
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4d . 
— luck ruined 


old Phil Garwhy. Good luck, noth- 
ing else!’ said the Old Veteran as he 
stopped in to visit with Don Patty, 
the jeweler. ‘Gone to the wall, poor 
fellow, all because he took one stroke 
of good luck too seriously.”’ 

Patty stared vacantly at the sign 
on his competitor’s door across the 
street. 

“Good luck?” he said. “It couldn’t 
have been good luck if it broke him, 
could it?” 

“Yes and no,” drawled the Old 
Veteran. “About four years ago I 
dropped in on Phil one day and he 
was all smiles. Seems that back in 
his stock room he had had one of 
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those big old fruit bowls. Been there 
maybe 10 years, just sitting around 
in the way because there wasn’t room 
in the case up front. Hadn’t been 
invoiced for years. 

“Well, it happened an old fellow 
came in that morning and asked for 
that very thing. Phil brought it out 
and apologized for the tarnish, ex- 
plaining of course how nice it would 
polish up and all that. And by golly, 
the fellow bought it. Paid full price 
for it too. Said it was just what he 
was looking for, and that the other 
stores were no good because they 
didn’t have it.” 

“That certainly sounds like good 
luck to me,” laughed Don. 
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“Just the same it broke him. Right 
away he began to think all his old 
stock was.worth a hundred cents on 
the dollar. He kept putting his new 
goods up front and shoving the old 
stuff back in the stock room. Began 
invoicing it again at full price and 
naturally showed a nice profit—on 
paper. 


dd 

His stock room 
got fuller every day and many’s the 
time I argued with him to have a 
big sale and clean that stuff all out. 
He would just laugh and pat me on 
the back and say, ‘Not me, Old Vet. 
I paid good money for these things 
and they’re worth every cent they 
cost. Some day somebody will be 
asking for just these things.” Then 
he would tell about the fellow that 





Stale eggs, like distressed merchan- 
dise, lacks consumer demand and 
results in losses 
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BUSINESS—Mk. JEWELER 


Old Veteran says “Every stale egg was a 


fresh egg once. 


It became stale only be- 


cause | bought more fresh eggs than | could 
sell while they were still fresh.” 


bought the fruit bowl—as though I 


hadn’t heard it plenty times already. - 


“I tried to explain but old Phil 
Garwhy never would listen. He said 
| was crazy when I told him a store 
could show a nice profit on its books 
every year and still be slowly going 
broke. The upshot of it was his 
stock room got so full it choked him 
to death. 


“His profits were all in goods, back 
room goods at that. And his cred- 
itors demanded money, cold hard 
cash. Creditors are funny that way, 
aren’t they? 

“So they closed him up. And 
would you believe it! Garwhy still 
claims he’s solvent, sound as a dol- 
lar. He won't believe his old stock 
is worthless—and all because of that 
piece of good luck he had when he 
sold that 10-year-old bowl. 


“You know, Don, if I ever go 
back in the jewelry business, I’d 
operate so there’d be no such thing 
as old stock.” 


Don Patty gave his shoulders a 
disbelieving shrug. “Go on Old 
Vet,” he said, “and tell how you 
would accomplish such a miracle. I’d 
like that kind of store myself.” 

“Maybe you didn’t know it,” the 
Old Veteran went on, “but when I 
was a kid I was in the egg business. 
Of course I always knew about how 
many eggs I could sell, so that’s how 
many I bought, day in, day out. 

“Then every once in a while some 
slick salesman would offer me a big 
discount if I’d buy double my reg- 
ular quantity. Or maybe an extra 
dating for a big order, arguing that 
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I’d have them all sold long before 
I’d have to pay for them. 

“After getting hooked a few times 
I learned that eggs spoil just as fast 
whether the discount is one per cent 
or 10, whether the bill is due today 
or in 60 days. 

“T learned that every stale egg was 
a fresh egg once. It became stale 
only because I bought more fresh 
eggs than I could sell while they were 


still fresh. 
4d 
Mark my word, 


Don Patty, every jeweler today is in 
the egg business. His stock goes 


stale just as surely—and almost as 
fast.” 

“That’s a fine sermon, Old Vet,” 
Patty interrupted, “but I crave de- 
tails. Exactly how would you go 


(Turn to page 129) 





Fresh eggs, like new merchandise, 
has consumer acceptance creating 
profits 


Miss Fleming received 
him in the living room 
where he showed her the 
diamond ring. 


The 


Ring and the Girl~ 


dd 
They stole it,” 
said young Holcomb. His face drawn, his breath coming 
fast, he had burst into the general manager’s office at 
Sims & Sims, Los Angeles jewelers. 

“What’s that?” Mr. Samuels, the general manager, 
spoke sharply. ‘Stole it? That ring? The one you r 

Holcomb nodded. “Yes, the one I took to the Hatfield 
Arms this afternoon for those people to see. I’ve just 
come from there. I had to tell you.” His overcoat was 
still on, his hat in his hand. 

Samuels stared. “You took $12,000 worth of the 
firm’s goods in your pocket and got robbed ?” 

“That’s what it amounts to.” Young Holcomb 
groaned. “Oh, I know it’s bad. Dumb. Ghastly. Here’s 
the license number of their car—the one they got away 
in. You'll want to phone it to the police.” 

It was now three o’clock in the afternoon. At two-thirty 
Holcomb had gone, by appointment, to the apartment 
of Mrs. Fleming and her daughter on the sixth floor of 
the Hatfield Arms. Miss Fleming, he said, received 
him in the living room, where he showed her the diamond 
ring he had brought. After looking at it, she took it 
into the next room to let her mother examine it. 

And that was the last he saw of the ring. He waited, 
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Detective Dowd comes to the rescue 
in the second of a series of true 
stories. Take his advice—Keep your 
jewels in sight. 








the women’s voices coming to him at intervals. There 
was a rather long interval. He happened to glance out 
the window. In the street below two women were 
getting into a car. To his amazement, he saw that one 
of them was Miss Fleming. She and her companion 
must have gone out the service entrance of the apartment. 
He opened the door of the next room. It was empty. 


Later that afternoon Martin Dowd, detective, of 
Lufkin’s Detective Agency, arrived hurriedly at Sims & 
Sims and was conducted to the general manager’s private 
office. There he was told of the theft. 

“For crying out soft,” Dowd observed, chewing on 
a wad of gum. “Holcomb didn’t see anything ‘phoney’ 
about that girl! Say, he believes Santa Claus slides down 
the radiator pipe.” Martin had good-humored blue eyes. 

“Let’s see if I get the story straight,” he continued, 
checking off the points on his stubby fingers. “Yesterday 
a snappy girl and her boy friend come to look at engage- 
ment rings. Holcomb shows ’em the rings. The girl 
loves her boy friend for himself alone, but she cuddles 
up to a trifle that'll cost him $12,000. Am I right so 
far?” 

“That’s the way it happened.” 

“The young lady isn’t quite sure about the ring, 
though,” continued Martin Dowd. “She wants Momma 
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Reduction in the number of jewelry store hold- 7 
ups, by far the most dangerous form of crime, 

is possible through the observance of prevent- 

ive measures and clear thinking in an emer- 
gency. Had the victims of hold-ups during the 
past six months studied the robbers closely more 
than twice the number of arrests would have 
been made. The facts upon which this story is 
based were supplied by the Jewelers Security 
Alliance. 


to see it—and can Mr. Holcomb bring it to their apart- 
ment tomorrow at two-thirty? Hecan. And that’s how 
Marty Dowd—at your service—gets called in on the 
case.” 

“Those are the facts,” said the general manager. “I 
ought to add that I o. k’d Holcomb’s taking the ring to 
those customers. We looked them up. Mrs. and Miss 
Fleming, of Cleveland. They’d leased a furnished apart- 
ment for six months at the Hatfield Arms 1 





Dowd had grown serious. “Where’s this salesman 
of yours—Holcomb? I want to talk to him.” 

Samuels looked anxious, as he pressed a buzzer on 
his desk. “I'll send for him. See here, you don’t suspect 
him of being mixed up in this? Because I tell you plainly 
I won’t believe it.” 

“Why not?” 

“He’s been with us two years. He has a good record. 
I'll stand by him.” 

“You’re a boss that is a boss,” said Dowd quietly. 

But he asked to see Holcomb alone. 

“I’ve got two questions to put to you,” he told the 
salesman, after Samuels had left them. “First—if you 
were in on the plan to get away with the ring, why did 
you come back to Sims & Sims?” 

“I wasn’t in on any plan.” Holcomb stood looking 
harried and nervous. “But of course you don’t believe 
me.” 

Dowd leaned forward. “On the contrary, I’m inclined 
to. Now comes question two. If you’re on the level 
with the firm, what were you doing letting that girl 
take the ring into the next room, where you 
couldn’t keep an eye on it?” 

Holcomb flushed. “Why, I—lI 
thought e 

“Sit down, why don’t you? This ques- 





got a hunch you didn’t tell Samuels as 
much as you’re gonna tell me.” 


the proffered chair. ‘She seemed all right fake 
—the girl, I mean. She called to her 
mother to come and look at the ring. Her 


mother called back that she wasn’t dressed, stranger. 

and wouldn’t the girl bring the ring to (3) Test your burglar alarm 

her ?” system at frequent in- 
“So it sounded all right to you, did it? tervals. 


Never thought they’d beat it out the back (4) Don’t 
door or down the fire escape? Boy, you're 


Peter Pan says ‘Do you believe in fairies?’ 
Listen to me. If a customer wants to see day. 
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Detective Dowd Says: 


(1) Never lose sight of val- 
uable goods. 

tion is going to take some answering. I’ve (2) Keep store doors locked 

during opening and 

closing hours. 

Limply, young Holcomb dropped into (3) Don’t be fooled by a 

telephone call 

while you are showing 

valuable jewelry to a 


accept checks 
from strangers. 

the feller that waves his handkerchief when — (5) Safes should always be 
kept locked during the 


jewelry at home, that’s all right, but if he wants to look 
it over in the next room—watch out. Where do you 
check your common sense during business hours?” 


“She made a fool of me—that girl,” said the sales- 
man suddenly. “I mean I—sort of fell for her. She’s 
pretty—and all that. She was mighty nice to me while 
she was talking about the ring, there in the living 
room sg : 





“You mean she vamped you,” Martin Dowd remarked. 
“And engaged to another boy, too. Tut, tut! Momma 
spank. You didn’t think a girl who’d been so—er— 
friendly could play you a dirty trick, eh?” 

“Lord, I was dumb,” groaned Holcomb. “You see 
her mother had called out that she wasn’t dressed, and the 
girl was wearing one of those trailing, lacey boudoir 
gowns. Somehow I never dreamed while I heard her 
talking in the other room she was putting on a dress and 
a coat and a hat.” 

The detective sprang up. “Well, the ring’s gone. 
Now to catch the gang that took it. I have a feeling 
they’ve been working that apartment at the Hatfield Arms 
for all it’s worth—charging things at expensive shops and 
having ’em delivered. And I have a feeling they’ve 
been quietly getting their loot out of there—in traveling 
bags, maybe—so they’d be ready to light out. Now that 
gives me an idea——” 


* * * 


Three days later Martin Dowd sat in his own office, 
facing a man and a girl who were seated in straight chairs 
opposite him. 

“T’ve got you babies,” he told them. ‘“There’s a cop 
in the hall outside. You're the two lovebirds that took 
such a fancy to the engagement ring at Sims & Sims.” 

“What ring?” demanded the man. 

“Loss of memory, eh?” Dowd grinned and leaned back 
in his chair. “Never mind. The salesman that showed 
you the ring’ll identify you. I’ve sent for him. And 
he’ll know the young lady, too. My, my, he sure will! 
From what he told me, she’s a speedy kid.” 

(Turn to page 137) 








“Madame, Dinner Is Served 


In her role as hostess she must be sure that her 
table appointments are correct 





A formal dinner setting displaying many opportunities for 
selling silverware—arrange a table in your store. 


With change of sil- 
verware another 
formal dinner set- 
ting offers new ar- 
rangement, new 
patterns appealing 
to varied customer 
tastes. Change 
tables weekly. 
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,r secret of 


the envied ability of the successful hostess to enter- 
tain with a flair is her perfectly appointed table. It 
intimately reflects her taste. Time and effort are 
forgotten as she notes admiration and envy in the 
eyes of her guests. 

With the approaching holidays as an incentive 
she is thoroughly alert to the modern table dictates 
of 1930 and her choice of silverware becomes more 
discriminating. 

Milady of 1930 has become a little more formal 
and this formality is reflected in her home sur- 
roundings—her entertaining—her silver. She must 
be right, but this is impossible unless there is enough 
silver. The harmony of the whole table must be 
kept in mind—the china, glass and linen must be 
in keeping with demands of good taste. 

With these facts in mind Galt & Bro., Washing- 
ton, D. C., set this table for her approval. 


An informal luncheon table 
where fine silverware makes the 
simple business of eating a 
ceremony of importance. Note 
fresh flowers and attractive 
candles. 





Feast Days 
Ahead 


Hallowe’en 
Thanksgiving 
Christmas 
New Year’s 


Diet forgotten on these oc- 
casions. Silverware for the 
table sells for the big events. 
Get after your share of the 
business now. 
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MORRIS ROSSEIN , BROOKLYN, 
MADE A RING CONTAINING PICTURES 
OF HIS MOTHER, WIFE AND HIMSELF 
A VERSE OF POETRY AND HIS 


COMPLETE BIOGRAPHY. 


SR THOMAS LIPTON 


BUILT FIVE SHAMROCKS ASPs 


45 000,000. , 
IN ATTEMPTING TO 


WIN THE AMERICA 
CVP CONTAINING 


135 OZ$ OF SILVER. 








VALUED TODAY A if 










IN 1856., DAN HOWELL OF 
PATERSON) N,J., COOKED A.- 
MUSSELL , CONTAINING A 400 GRAIN 


PEARL VALUED AT 


$o5, OOO. 


— THE PEARL WAS RUINED 


FACT OUTRUNS 
FICTION 


HERE LIES IN A 
THE OUTSIDE CASE OF 
AND WATCH MAKER - 






“THE PROUDEST BOAST 
OF BOLSOVER , ENC. 
iS THAT ONE OF 
THE Q UAINTEST 
EPITAPHS (IN ENGLAND 
IS (NSCRIBED IN 
ITS CHURCH YARD 


LIFE WOUND UP, IN 










AVGUST, (836, IN 
THE (9TH a 
i HS orem 


soi la 
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‘CLEOPATRA a 
FAKING WHEN SHE 4 f 
WAS SUPPOSED TO HAVE 
DISSOLVED A #200,000 PEARL ) 
IN :-YINEGAR -ANB DRANK IT. 
TO IMPRESS ANTONY WITt HER, 
PRODIGAL ITY (IF SHE DID.) 


SCIENTISTS ‘HAVE DIPPED 
PEARLS IN VINEGAR WITHOUT 


HORIZONTAL POSITION a 


YOU CAN MAKE 
AS SMALL A PURCHASE AS 
5+ FOR A BOX OF LEADS AND 
AS LARGE AS #800.000 FOR 
A PEARL NECKLACE. 








THOMAS HINDE , CLOCK feb 







WHO DEPARTED THIS . 







HOPE OF BEING TAKEN fn'§ 
IN HAND BY HIS MAKER [£4.49 
meng THOROUGHLY fis 




























RESULT -BEYOND RUINING THE LUSTER. 4 
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Gorgeous coronet recently made 
for the Duchess of Westminster, 
and valued at many million francs, 
is formed by a central brooch, dia- 
mond collar, two bracelets and a 
pair of earrings. 

















| Fashions Abroad Favor 


- Coronets, Tiaras, Diadems 


me ge ogre ene 


—_ from European 
fashion centers that coronets were being worn much 
more by the nobility than for the past few years and 
that tiaras were appearing in greater profusion than 
formerly, may indicate a greater demand for dia- 
mond tiaras in this country. —The movement for the 
tiara and diadem has been intensified by the new 
fashions in evening dress which run back to the 
Pe aa ; more feminine and more elaborate fashions of our 

ancestors. In fact, no styles in dress that have been 

popular in the last 10 years have been more suited 
| to the wearing of the tiara than the present. Many 
of the new tiaras and coronets seen in Europe com- 
bine various pieces of jewelry as does that recently 
made for the Duchess of Westminster shown above. 
The chances are that the tiara made here will 
give an opportunity to our jewelers to show both 
their ingenuity and artistry. 
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Established 1866 
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Office and Cutting Works 


6 West 48th Street 
New York 
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Artistic Effects in New Fall Jewelry Designs 
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The elaborate costumes of the winter will lend themselves particularly to beautiful 
and artistic effects in jewelry, which though entirely new, are appropriate to the outline. 
color and general treatment of the fashions in cress based on those of our grandmothers’ 
and great-grandmothers’ day. The brooch, necklece and bracelet. combining emeralds 
and diamonds shown above, are taken from designs submitted by Cscar Heyman & 
Brothers, Inc. 
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Stern Broséo 


2 West 46" St, New York 


Diamond Cutting Works 
68 Hunters Point Avenue 
.. Long IslanoO City.. 
Chicago 
31 North State Street 
Amsterdam: 16 S arphatistraat 
Antwerp: 48 Rue Simons 
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Designs in All-Diamond Jewelry for the Coming Season 


All-diamond jewelry which has been the vogue for a long time is expected to con- 

tinue its prominence during the fall and winter. Above are shown bracelets and 

brooches designed in the modern motif, typical of the trend to be worn during jthe ap- 

preaching social season, together with two modern rings. They are taken from 
designs submitted by Katz & Ogush, Inc. 
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The romance and intrigue 
of the Orient, the dazzling flashes of millions of dollars 
in gems, New York’s best and most beautiful models on 
parade, and an enthusiastic and applauding audience that 
rose and demanded encores, were features of the National 
Jewelers’ Publicity Association Jewel Pageant given at 
the Hotel Commodore on Friday, Sept. 19. It was given 
in cooperation with the jewelers of New York, Bonwit- 
Teller Costume Shoppe and the International House of 
New York. In addition to these, Soo Yong, famous 
Chinese star of ‘The Letter” who will star in another 
Chinese play in New York this season, and Helen Haynes, 
radio song artist, and a beautiful setting of stage and 
runway and musical accompaniment all lent to the oc- 
casion an atmosphere and charm rarely achieved in fashion 
pageants. Some of the models are shown on pages 88-89. 

The introduction was the “Jewel Song” from Faust, 
sung by Miss Haynes, then the voice of the director tell- 
ing the romance of the precious stones as they have played 
a part in the development of nations and people, the sym- 
bolism and legends which still persist and the importance 
which astrologers have placed on the planetary attraction 
of each stone. A native girl dressed in the costume of 
her country appeared with a tray of rough and cut gems 
as the story of the jewel developed and following her was 
the model in modern attire, showing jewels correct for 
each social occasion. 

The model dressed as a matron wore a million dollars’ 
worth of jewels, a diamond necklace, bracelets, and a 
ring with a single stone of fabulous worth, and earrings. 
Her gown was a deep red velvet, long and flaring 
slightly at the bottom. The decollette was very low at 
the back, and there were diamond clasps at each shoulder. 
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The 


Jewel Pageant 
Comes to | own 


She wore a million dollars 
worth of diamonds. 


A necklace and bracelet of sapphires as part of the 
ensemble were shown on an exquisite evening gown of 
white satin, while a clinging black velvet evening gown 
was used as a setting for the pearl ensemble. 

A necklace of rubies valued at over a quarter of a 
million dollars brought forth another satin gown, elegant 
in its simplicity. A rose beige velvet gown was used to 
show the aquamarine ensemble while topaz was worn with 
the daytime ensemble and carved amethyst for street 
wear. Black opals and jade were suggested for after- 
noon wear. 
I: is Fashionable 
to be old-fashioned this season and the publicity associa- 
tion harmonized the old and new, the revival of elegance, 
and stressed the perfect accent of jewels in the modern 
fashion trend. 

Fox Movietone News played an important part in 
filming a number of the models in the Jewel Pageant 
which will be released to several thousand Fox theaters 
throughout the United States starting with Friday, Sept. 
26. 

A number of the jewels which were used on the models 
were made especially for the occasion and contributed 
from the stocks of Black, Starr and Frost-Gorham, Inc. ; 
E. M. Gattle & Co., Inc.; Marcus & Co.; Brand- 
Chatillon Corporation; Betteridge, Inc.; Oscar Heyman 
& Brothers, Inc.; American Gem & Pearl Co. and Frank 
T. May Co. Bonwit-Teller Co. furnished the costumes 
and accessories. 

The model on this page is wearing jewelry by Oscar 
Heyman & Brothers, Inc. 

John Drake, executive secretary of the publicity asso- 
ciation, had charge of the pageant. 
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Diamond Importers 
and Cutters 





To win and hold the 


confidence of our customers 







ARNSTEIN BROS. & CO. 


20 West 47th Street, New York : 


Audrey House, Ely Place 31 North State Street 2 Tulp Straat ce 
LON DON CHICAGO AMSTERDAM th 












Left —A rough crystal of 
precious topaz shown in 
exact size. 


Right—Rough crystal of 
citrine (quartz topaz). 


Topaz The November Gem 


A\tthough there may be differences 


e of opinion as to the natal stones of some months, the birth- 
stone of November is topaz in every recognized list that 
S has been compiled. It was the November stone of the 


PRECIOUS OR BRAZILIAN 
TOPAZ 


Crystallization—Rhombic. 
Hardness—8. 

Specific Gravity—3.5-3.6. 
Lustre—Vitreous. 


= Dichroism—Distinct. 
Constituents—Silica 33.3 
Fluorine 17.6 Alumina 56.5 
@ 
Jews, of the Romans, the Arabians, the Poles, the Russians 
and the Italians. It was the November stone of the 
list compiled by Isidorus, Bishop of Seville, and with 
the pearl appears in all the lists of the 15th to the 20th 
at century, according to the works of Dr. Geo. F. Kunz, 
M the famous gem expert. It is the most popular and best 
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Zodiacal Sign—Sagittarius, the Archer. 

Significance—Fidelity. 

Associated Flower—Chrysanthemum. 

Adaptable for all jewelry, especially for 
brooches and pendants. 


known of all yellow stones used in jewelry, yet it comes 
in many colors as well. 

But the word “topaz” is used both by the public and 
jewelers to cover more than one gem, though it should 


QUARTZ TOPAZ (CITRINE) 


Crystallization—Hexagonal. 

Hardness—7. 

Specific Gravity—2.65-2.66. 

Lustre— 

Dichroism—Distinct. 

Composition—Silica 46.7 
Oxygen 53.3 


be properly applied to the precious or Brazilian topaz. 
Precious topaz runs into many shades from the pure, 
colorless through pink, light blues, to the rather greenish 
variety often called “Brazilian aquamarine.” While pink 
topazes are occasionally found in nature, many of the 
pink stones are produced by heating certain of the dark 
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yellow stones which are commonly named topaz. 

Precious topaz is found in all parts of the world, in 
South America, in Brazil, in Europe, in Germany, in 
the Urals in Siberia and Asia Minor, in Australia, South 
Africa, Mexico and the United States. 


Quartz Topaz (Citrine) 


But a very large number of yellow stones that mas- 
querade as topaz and often referred to as such both by 
the public and by jewelers is in reality, a yellow quartz 
known as citrine. Citrine quartz topaz is often known 
under the name of accidental or golden topaz or sometimes 
under the names of countries, as Bohemian, Spanish, Ma- 
deira, Indian, Saxon, etc. The color is often produced by 
heating or burning amethyst or smoky quartz which 
readily turns yellow under a certain amount of heat. How- 
ever yellow quartz crystals exist in nature. 


Other Yellow Minerals 


There is another variety, Oriental topaz, which is a 
name sometimes given to a yellow sapphire. Also con- 
fused with topaz sometimes are yellow or golden beryl. 
But both of these are harder and heavier than the quartz 
topaz. Hydrofluoric acid will readily etch quartz but 
does not affect either the Oriental (sapphire) topaz or the 
golden beryl. The specific gravity test easily distinguishes 
topaz from the other minerals that may be confused with 
it. 

The white precious topaz so nearly resembles the 
diamond that it is considered one of the best of imitations. 
In fact, it is believed by many gem experts that the great 
Braganza diamond of the crown jewels of Portugal 
weighing 1680 karats is probably nothing more than a 
great white topaz. 

From the standpoint of the jeweler, the topaz is a 
wonderful stone, first, because of its many colors, its 
beauty and its popularity with the public over hundreds 





A large egg-shaped blue Japanese topaz 

cut with 444 perfectly proportioned 

facets, now in the American Museum 

of Natural History, New York. The 

size of the gem may be gauged from 

the proportion to the size of the hand 
that holds it. 
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Above—Pale yellow 

rough topaz crystal 

from Saxony and the 

same crystal in cut 
form. 





Right—Brazilian cut topaz. 


of years, and particularly because between the quartz 
variety and the precious topaz, jewelry may be offered 
that will fit the needs of every purse. 

Topaz is especially appropriate to the new jewelry de- 
signs for the costumes of the present season that go back 
to the earlier days of the last century for it was a 
stone much used in the days of our grandmothers and 
great grandmothers who fo!lowed the fashion, on which 
the present modes are founded. It is a stone especially 
appropriate for a yellow gold setting. 





Topaz Window Displays 
O, the following page 


are shown two beautiful window displays featuring topaz. 
The one on the upper part is a display which was made 
especially for the readers of THE JEWELERS’ CIRCULAR, 
all good ideas that can be copied by any jeweler that has 
a topaz stock. 

The one at the upper part of the page was made by 
J. Herbert Hall Co., leading jewelers of Pasadena, Cal., 
who have, for a long time, been noted for the beautiful 
way they have of featuring birth month stones in their 
show window at 348 E. Colorado Street. 

Small cards in the front of the window display read— 
“Topaz—Brazil”; “Topaz for November.” ‘The large 
card to the left reads, “Gems of Golden Topaz (Birth- 
stone of November). As the gem of friendship the topaz 
offers a delightful gift idea for November anniversaries.” 

The lower display is by a leading Chicago jewelry 
house, C. D. Peacock, Inc., whose store is under the 
Palmer House at 103-105 South State Street, has 
long been famed among the gem buyers of the Middle 
West Metropolis for the beautiful and artistic way it 
has featured fine precious stones. 





Radio Commission Renews License of Elgin’s 
Experimental Station 


Wasuincton, D. C., Oct. 12.—The Federal Radio 
Commission has granted experimental station W9XAM, 
of the Elgin National Watch Co., Elgin, Ill., a renewal 
of its license. 
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yellow stones which are commonly named _ topaz. 

Precious topaz is found in all parts of the world, in 
South America, in Brazil, in Europe, in Germany, in 
the Urals in Siberia and Asia Minor, in Australia, South 
Africa, Mexico and the United States. 


Quartz Topaz (Citrine) 


But a very large number of yellow stones that mas- 
querade as topaz and often referred to as such both by 
the public and by jewelers is in reality, a yellow quartz 
known as citrine. Citrine quartz topaz is often known 
under the name of accidental or golden topaz or sometimes 
under the names of countries, as Bohemian, Spanish, Ma- 
deira, Indian, Saxon, etc. The color is often produced by 
heating or burning amethyst or smoky quartz which 
readily turns yellow under a certain amount of heat. How- 
ever yellow quartz crystals exist in nature. 


Other Yellow Minerals 


There is another variety, Oriental topaz, which is a 
name sometimes given to a yellow sapphire. Also con- 
fused with topaz sometimes are yellow or golden beryl. 
But both of these are harder and heavier than the quartz 
topaz. Hydrofluoric acid will readily etch quartz but 
does not affect either the Oriental (sapphire) topaz or the 
golden beryl. The specific gravity test easily distinguishes 
topaz from the other minerals that may be confused with 
it. 

The white precious topaz so nearly resembles the 
diamond that it is considered one of the best of imitations. 
In fact, it is believed by many gem experts that the great 
Braganza diamond of the crown jewels of Portugal 
weighing 1680 karats is probably nothing more than a 
great white topaz. 

From the standpoint of the jeweler, the topaz is a 
wonderful stone, first, because of its many colors, its 
beauty and its popularity with the public over hundreds 





A large egg-shaped blue Japanese topaz 

cut with 444 perfectly proportioned 

facets, now in the American Museum 

of Natural History, New York. The 

size of the gem may be gauged from 

the proportion to the size of the hand 
that holds it. 
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Above—Pale yellow 

rough topaz crystal 

from Saxony and the 

same crystal in cut 
form. 





Right—Brazilian cut topaz. 


of years, and particularly because between the quartz 
variety and the precious topaz, jewelry may be offered 
that will fit the needs of every purse. 

Topaz is especially appropriate to the new jewelry de- 
signs for the costumes of the present season that go back 
to the earlier days of the last century for it was a 
stone much used in the days of our grandmothers and 
great grandmothers who followed the fashion, on which 
the present modes are founded. It is a stone especially 
appropriate for a yellow gold setting. 





Topaz Window Displays 
On the following page 


are shown two beautiful window displays featuring topaz. 
The one on the upper part is a display which was made 
especially for the readers of THE JEWELERS’ CIRCULAR, 
all good ideas that can be copied by any jeweler that has 
a topaz stock. 

The one at the upper part of the page was made by 
J. Herbert Hall Co., leading jewelers of Pasadena, Cal., 
who have, for a long time, been noted for the beautiful 
way they have of featuring birth month stones in their 
show window at 348 E. Colorado Street. 

Small cards in the front of the window display read— 
“Topaz—Brazil”; ‘““Topaz for November.” The large 
card to the left reads, “Gems of Golden Topaz (Birth- 
stone of November). As the gem of friendship the topaz 
offers a delightful gift idea for November anniversaries.” 

The lower display is by a leading Chicago jewelry 
house, C. D. Peacock, Inc., whose store is under the 
Palmer House at 103-105 South State Street, has 
long been famed among the gem buyers of the Middle 
West Metropolis for the beautiful and artistic way it 
has featured fine precious stones. 








Radio Commission Renews License of Elgin’s 
Experimental Station 

WasHIncTon, D. C., Oct. 12.—The Federal Radio 

Commission has granted experimental station W9XAM, 

of the Elgin National Watch Co., Elgin, IIl., a renewal 


of its license. 
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Building Profits with November 
: Birthstone Window Displays 





Beautiful Topaz 

window by J. 

Herbert Hall 

Co., Pasadena, 
Cal. 








Magnificent To- 
paz window ar-. 
ranged by C. D. 
Peacock, Inc. 
Chicago 


(See text on page 113) 
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(See text on page 113) 
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Arthur Everts 
Gets 


Fun and Fortune 


From 


The Jewelry Business 


“Buy in small quantities and often. 


Pay cash. If you give other terms 


insist that your customers pay you 


on the date promised. 


dd 

Even on the box 
adds much to the gift but nothing to the cost.” This is 
the slogan of the Arthur A. Everts Co., Inc., Dallas, 
Tex., and it should be the aim of every jeweler to make 
such a statement realized as fact in the minds of his cus- 
tomers. For as Mr. Everts pointed out in his address 
before the recent convention of the A. N. R. J. A., “A 
jeweler cannot be successful without a good name; es- 
pecially in jewelry it is rather to be desired than great 
riches.” Continuing, he said: 

“To carry on a successful business, two things are es- 
sential: First, a carefully thought out plan, and then the 
ability to carry the plan through. Many fail to succeed 
because they plan without pushing, and others because 
they push without planning. Alone, neither brings suc- 
cess. 

“My old friend, Ed Hunt, local chain store grocer, 
speaking to a convention of retail merchants, said: ‘God 
gave you fellows a head to think with, but only the 
annual report of your business will show if you have 
used it.’ There is no substitute for brains, and no sub- 
stitute for hard work; both are necessary to success. 
Careful planning, then pushing the plan, is a simple and 
successful rule for fortune. 

“Jewelers should confine their stocks largely to the 
things folks prefer to buy from the jeweler, the man 
who knows and is square. These are diamonds, watches 
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and silverware. You'll get quicker returns in sales from 
pushing these things. 

“Learn the minimum size of the stock you must carry 
in order to obtain the maximum amount of sales. Then 
hold down your stock to that minimum, because we 
must increase our turnover in order to make our cost of 
doing business lower and our profits larger and values 
better. Limiting the amount of stock in each department 
keeps merchandise new and fresh looking and eliminates 
‘stickers.’ ‘Stickers’ are only good merchandise that sales- 
people have grown tired of, and how soon salespeople do 
grow tired of lovely things in a jewelry store! So get 
anxious about anything you’ve had in stock over three 
months; cut price or give a premium on it after six 
months. 


Wat are you keeping it for ? 
To help your banker by paying him interest on its cost? 
Reach for an old good value sticker in place of a new 
seller! 

“Carry as few makes of watches, patterns of silver and 
different prices of diamonds as possible, featuring and ad- 
vertising largely only one make of watch and silver. 
There may be a dozen equally good brands of watches 
but why should you carry them all? Select one of the 

(Turn to page 131) 
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“only oe™ October 10th, 1930 
¢©” tobe EXACT 


Copyright 1929 


A customer of ours in Philadelphia made this state- 
ment: 

“Your Rosemary ring has something which no other 
ring can boast, namely, a real heart story instead of a 
mere name.” 


Nothing could be truer! The Encyclopedia Britannica, 
Webster’s Dictionary, William Shakespeare, Sir Thomas 
More and many others attest to the historical authen- 
ticity of our claim that: 


Rosemary is the symbol for Constancy! 
Rosemary is the emblem of Fidelity! 
Rosemary stands for Remembrance! 


Forward looking jewelers will avail themselves of the 
sales opportunities which Rosemary symbolism makes 


Jou New false 


10 West 47"Street 
New York. 














The name, ROS€MALY, is registered in 
the U. S. Patent Office and it supplies 
that sentimental appeal which can influ- 
ence every diamond engagement or wed- 
ding ring sale. 

































































International Actionon Gemsand Precious Metals 


The Text of the Resolutions Passed by the Last International Congress of 


Jewelry Associations at Session Held in London 


A resolution passed at the annual convention of the 
American National Retail Jewelers’ Association in New 
York last month, urged the officers to cooperate with and 
participate in the International Congress of Jewelry Asso- 
ciations which has been meeting in Europe every two years, 
the third congress having been held in London last 


a, ee 


Goldsmiths’ Hall, London. 

May. Therefore there will be interest in the resolutions 
passed by this congress, 24 in number, which relate to the 
jewelry business in all its phases. Official copies have now 
been sent to organizations and firms in the jewelry busi- 
ness throughout the world, Many of these resolutions 
relate to the subject of description and nomenclature of 
gems and standards of precious metals and among those 
which have beeh considered of most interest to the jewelry 
trade are the following: 

“1. Correct description of non-genuine pearls. 

As the definition “Cultured Pearl” is liable to mislead 
the public, this congress advises the representatives of 
the various countries seriously to examine this question and 
report their conclusions to the International Bureau. 


“2. The hole drilled in pearls. 
The congress resolves that: 
a. Where in any bunch or parcel of drilled pearls, 
pearls are discovered with a hole of less than 3/10ths 
mm., in diameter, the buyer shall be entitled to deduct 
2% per cent from the weight of the individual pearls 
so discovered. 
b. Pearls drilled for any purpose other than for 
stringing or mounting must be so declared by the 
seller. 
“4, Distinction of fresh water and salt water pearls. 

The congress resolves that this matter be referred back 
to the various countries for further consideration. 
“5. Obligation for declaring artificial coloration of pearls 


or precious stones. 
The congress resolves that it is illegal to sell a pearl 


~ 
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or precious stone, being artificially colored, without de- 
claring the same and failing such declaration by the seller, 
the buyer may cancel the transaction. 


“Q. The metric carat. 

The congress again expresses the hope that the metric 
carat will be officially adopted in all countries. 
“11. Platinum standard. 

The congress adopts the international standard of 
950/000 for the raw material of platinum goods. Iridium 
only is admissable as a substitute for platinum. 

The congress recommends that in all countries where 
a control of platinum is not obligatory, manufacturers 
afix a trade stamp “PT”; the trade stamp not to be 
applied on any object which does not conform with the 
above standard. 

“12. Gold standards. 

The congress adopts the international standards of 750/ 

000 and 585/000 for raw material of gold articles. 





Court Dining Room of the Goldsmiths’ Hall, London. 


The congress expresses the wish that Sweden and Por- 
tugal would reduce their legal standard to 0.750 and that 
England would introduce 14 ct. instead of 12 ct. 

The congress hopes that an agreement will be reached 
concerning the use of the inferior standards of 8 ct. and 
9 ct. 

“13. Legalizing the international standards. 

The congress recommends that a legal standard for 
silver be established in every country, and that such 
standard may not be lower than the lowest international 
standard. 

The congress recommends that Italy and Spain, when 
drafting their legislative measures, should adopt standards 
which are not lower than the international standards.” 


One of the most elaborate resolutions related to the 
(Turn to page 149) 
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Survey Develops New Sales Facts 


A. N. R. J. A. Questionnaire Sent Out by Department of Commerce Begins to 


Yield Important Statistics on Jewelry Trade. Sales of 1929 
But 2.2 Per Cent Less Than 1928 


WASHINGTON, D. C., Oct. 1.—Some remarkably in- 
teresting statistics are just available at the Domestic Com- 
merce Division of the Department of Commerce which is 
making the retail jewelry survey in connection with the 
net retail jewelry sales last year by months in percentages 
and index numbers. The material is available through the 
compilation of answers to the questionnaires which are still 
to be tabulated. 

The per cent retail jewelry sales month by month last 
year, as brought out by the statistics show January to 
have been 6.14 per cent; February, 5.54 per cent; March, 
6.18 per cent; April 6.29 per cent; May, 7.43 per cent; 
June, 8.36 per cent; July, 6.04 per cent; August, 6.62 
per cent; September, 6.74 per cent; October, 7.20 per 
cent; November, 7.44 per cent; and December, 26.03 
per cent. 

An interesting comparison is also made for last year, 
month by month, showing the retail sales by index num- 
bers, taking 100 as normal, and comparing last year’s 
index number with the 5-year average index number com- 
piled at Harvard. January index number was 73.7 com- 
pared with the five-year average of 67; February was 
66.5 compared with 58 for the five-year average; March 
was 74.2 compared with 66; April was 75.5 compared 
with 68; May was 89.1 compared with 83; June was 
100.3 compared with 99; July was 72.4 compared with 
70; August was 79.4 compared with 76; September was 
80.8 compared with 84; October was 86.3 compared with 
82; November was 89.3 compared with 91 ; and December 
was 312.4 compared with 353. It will be noted that for 
every month except the last four months of the year the 
index number was greater last year than for the five-year 
average. In the case of the four months the decrease in 
each month was only slight. 


The tabulations have shown thus far that sales in 1929 . 


were just 2.2 per cent less than in 1928. It is the belief 
of the experts, however, that 1929 was actually a better 
sales year than 1928 and that the slump during the last 
couple of months of last year accounted for the net sales 
decrease shown by the figures. 

It is shown by the tabulations, up to this time, that 
New England, the Middle Atlantic States, the Great 
Lakes Central States, and the southeastern States showed 
a consistent decrease for 1929 as compared with 1928. 
The Mid-Continent Northwest, including the States ot 
Minnesota, Montana and North and South Dakota, also 
showed a similar decrease. The Gulf Southwest, the 
Central West, the Pacific Northwest and the Pacific 
Southwest either held their own or showed a gain for 
1929 as compared with 1978. 

In detail these figures are as follows; New England, 
1.4 per cent loss; Middle Atlantic, 2% per cent loss; 
Great Lakes Central States, 6 per cent loss; Southeastern 
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States 3 per cent loss; Mid-continent Northwest, 3.6 per 
cent loss. The Pacific Northwest showed a negligible 
gain, as did also the Central West, one-tenth of one per 
cent, and four-tenths of one per cent respectively. The 
Gulf Southwest showed a 3% per cent gain, and the 
Pacific Southwest, 3.6 per cent gain. 
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Small Pearls Reported Found in Porto Rico 


WasHINncTon, D. C., Oct. 10. — Fishermen near 
Boqueron, a small port on the southwest coast of Porto 
Rico are gathering small pearls in considerable quantities 
according to an unofficial but reliable report received 
here. 

The same report states that “I am solemnly told that 
these pearls can be secured as large as peas.”” The samples 
which were sent here were very small. 





Customs Bureau Takes Steps to Prevent 
Diamond Drawbacks, Under New Tariff 


WasHIncTon, D. C., Oct. 12.—Diamond drawbacks 
will not be considered by the Customs Bureau as legiti- 
mate unless they are backed by documents to prove their 
claim. ‘This precaution has been taken because of the 
chance ot fraud under the new tariff act. 

In addition to this close scrutiny into diamond sét 
articles offered for export, inspection of unset diamonds 
arriving as imports will be made for export-import in- 
voice comparisons. No attempts are expected by the Cus- 
toms officials to reimport diamonds in manufactured ar- 
ticles, since the tariff law provides that reimportation of 
manufactured articles is prohibited except on payment of 
duties eqval to the drawback. 
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it be delivered as a gift, leaves a card to accompany the 
bowl, and departs with the full knowledge and belief that 
as far as he or she is concerned the purpose of the visit 
to the store has been accomplished. 

“The sales person writes on our ticket, which we believe 
is as complete as any in the jewelry business, the follow- 
ing informaticn: date of sale; if charged, the name of the 
customer and the street address; sales person number; 
cash or charge; if to be delievered whether a card will 
accompany the gift; and the date specified for delivery; 
and whether the delivery is to be made by messenger, auto- 
mobile insured post, registered mail, or by air mail. Other 
information written on the ticket includes, “One Sterling 
bowl,” stock number, retail price, the name of party to 
whom the bowl is to be sent, and whether or not a card 
is attached. _ 

“These sales tickets are in triplicate. The original 
goes to the cashier and immediately becomes a journal 
entry for purposes of office accountability and stock check- 
ing. The next copy remains with the merchandise and is 
directed to the shipping room, engraving department, or 
polishing room, as the case may be, and the third copy 
is sent to the shipping room and placed on a board carry- 
ing the days of the month, from 1 to 31, where it is 
filed against the actual date upon which it is to be de- 
livered. 

“On the morning of the delivery date, the shipping 
clerk takes from the spindle the slips calling for the 
articles to be sent out that day, giving him at once a check 
on the various items of merchandise the delivery for 
which he must be responsible. Articles might come from 
every department in the store for delivery that day, some 
of which have been sold a month ahead. Some pieces 
may still be in the polishing room, the engraving room, 
or the repair shop, and they must be traced from the 
delivery spindle in order to avoid disappointment. ‘This 
system relieves the mind of the sales person as to the 
proper delivery of merchandise. 

“In the case of this silver bowl, a fairly large box is 
required. Cut white tissue paper is used as the packing 
base in and around the merchandise. When the bowl 
is polished, after coming from the engraving department, 
it is placed in an attractive, gray, flannel bag. The bag 
is then wrapped in tissue and sealed with Hudson 
stickers. It is placed in the cut tissue paper in the box. 

“No outer wrapping paper of any kind is required, 
as we have designed a color scheme which is indicative 
immediately of a gift of quality coming from Hudson’s. 
The box is tied with fine paper tape, which is attractively 
designed in color, in several widths to accommodate 
various sizes of boxes. A double bow knot on the top 
is of sufficient strength to hold a fairly heavy package. 

“The rest of the delivery is important. A smart auto- 
mobile of town car design is used, with a liveried chauf- 
feur, who is trained in courtesy, dignity and the first 
principles of good appearance. In our business, much of 
our merchandise must be delivered at the front door, 
where often articles of value are delivered to the owner 
in person. And it is sometimes a source of pleasure for 
the recipient of a gift to receive it herself. 
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Wrap Store Prestige in Every Package 


(From page 79) 


“The main purpose back of all this effort to make our 
package outstanding is the degree of satisfaction and 
pleasure experienced by the recipient with the receiving 
and the opening of the box.” 





This Doesn’t Help the Diamond Business 
Pia a Spokane, Wash., subscriber, 


the head of a well-known jewelry business of that city, 
we are in receipt of a letter dated Sept. 23, which again 
calls attention to a practice of manufacturers and whole- 
salers that is not only alienating customers but is causing 
real harm to the jewelry business. Says this concern: 


“We are herewith mailing you a circular which 
came to us as you see it, without outside cover. Our 
mail man in laying it before us remarked ‘Diamonds 
aren't worth much.’ 

“We know that your paper has always been against 
anything of this kind as it is damaging generally to 
the jewelry business and we feel that both the whole- 
sale and retail trade would be very grateful to you if 
you would again strongly call attention through your 
columns to this nuisance.” 


The circular catalog enclosed (which was one of a 
large New York manufacturing and wholesale house), 
was mailed openly without envelope, and printed alongside 
of the name of the addressee was the following: 


LADIES’ DIAMOND RING 
$2.40 each 





“ 
emg, 


4/289LD. Ladies’ Diamond Ring. This is one of 
the best value in a Ladies’ Genuine Diamond Ring 
that we have ever offered our trade. The mount- 
ing is 14K. Solid White Gold, finely pierced and 
engraved, exceptionally attractive; set with a bril- 
liant-cut Diamond and the compplete ring looks 
many times its cost. This sensational value is made 
possible because we have imported a huge quantity 
of eng se especially = Pm Hing. Ne former 
rice, each net $3.00. ur ial Cas 
R : - $2.40 


Price, each net 





Is it any wonder that the postman remarked that 
“Diamonds aren’t worth much?” ‘The same impression 
would be gained by any carrier, postal employee or other 
person through whose hand this kind of mail passed. 

If the New York jeweler wanted to feature this ring, 
there is no reason why it should not have been done in 
the inside of the booklet. To put it on the outside next 
to the address of his customer where everyone could see 
it not only defeats its purpose but causes a resentment on 
the part of recipients that in many cases has caused the 
entire booklet to be thrown in the waste basket unopened. 
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Appealing 
Beauty 


created by proud craftsmen. 
Superb stones and exquisite 
designs in rich harmony charac- 
terize all the fine pieces by Jaffe. 


Thirty-eight years spent in the 
manutacture of exquisite jewelry 
are your assurance of customer 
satisfaction. 


Ad affe CG Son _ 


10 West 412 5t. - New York City 
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Diamond 
Wrist Watches 
and Brooches 
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Diamond Wedding Rings 
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Dinner Rings 
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Semi-mounted Rings 
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Established 1892 
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which are apparent rather than real. 
By using the hour angle of the mean 
equinox of date, which may be called 
mean sidereal time, a somewhat 
steadier rate of sidereal clock may be 
expected. 

The practice of receiving and re- 
cording radio time signals for the 
purpose of comparing time determi- 
nations made in various parts of the 
world is becoming very common. At 
the Naval Observatory we record 
two foreign signals fairly regularly— 
that of the new station at Rugby at 
1 p. m. and the Bordeaux signal at 
3 a.m. Both of these stations use the 
revised international code, consisting 
of a dash at the beginning of each 
minute and each minute divided into 
61 parts (instead of 60, as we do 
it) so that comparisons by the 
method of coincidences can be made 
easily. This code is a marked 
improvement over the old rhythmic 
code, which had no definite time 
of beginning and ending, and was 
useless for 24 hours after it was 
received. Radio signals are now 
easily recorded automatically on a 
chronograph and the method of co- 
incidences is not so widely used as it 
was once. 


Just preceding the 3 a. m. 
Bordeaux signal we send one 
of our own which has re- 
cently been added to the 
regular program. This signal 
has been particularly useful 
to surveying parties in the 
Far West which are still in 
daylight in the summer when 
the 10 p. m. signal is trans- 
mitted. 


The observatory determines the 
corrections to as many of its own sig- 
nals as possible. Arlington transmits 
on five frequencies, and three of 
these, together with the powerful sig- 
nal from Annapolis, are recorded 
daily. The corrections to these sig- 
nals have hitherto been sent out 
monthly to users of them, but it is 
now planned to mail them weekly. 

Several distant radio stations are 
operated by the telegraphic signals 
sent over the Western Union wires. 
Of these stations the principal one is 
San Diego. For many years it trans- 
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Solving: Time for All Time 


(From page 77) 


mitted the signals sent out by the 
chronometer and_ time-station at 
Mare Island, but has recently been 
operated directly from Washington. 
There is no opportunity during the 
five-minutes duration of the signals 
to determine the correction for this 
station. Its signals are not therefore 
suitable for scientific purposes as the 
lag is large and uncertain. In case 
of trouble on the long circuit across 
the United States it would probably 
be operated by one of the Western 
Union clocks on the Pacific coast. 


It is interesting to reflect 
however, that one or more 
of the accurate signals from 
Annapolis and Arlington 
may be received in prac- 
tically all parts of the world. 
From the simple beginninz 
of the time-service in 1865, 
when the five bells in the 
engine-houses in Washington 
were struck by signals from 
the old observatory, the area 
served by its signals has ex- 
panded until surveyors in 
Africa and Australia can 
utilize them, without diffi- 


culty. 


The observatory has engaged in 
considerable experimental work in 
attempts to improve the accuracy of 
the time-signals. One of my col- 
leagues, Mr. Sollenberger, has been 
working on a precision clock with an 
electric-gravity drive and a slave- 
clock to initiate impulses. Various 
devices for comparing clocks with 
each other with a higher degree of 
accuracy than is attainable with an 
ordinary chronograph are under con- 
sideration. Such devices are already 
in existence, but for the most part 
are not well adapted to the needs of 
the time-service. 

It appears that the element in a 
time-service most in need of improve- 
ment is the original determinations of 
time on which the signals are based. 
The probable error of a time-deter- 
mination derived from an evening’s 
work with a transit instrument is 
greater than it should be if we are to 
be sure of the hundredth of a second 
in the correction of a_ time-signal. 
The uncertainty of a time determina- 
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tion is, of course, due to a number of 
causes, such as errors of star-places, 
lateral refraction, errors in instru- 
mental constants, and _ difficulties 
peculiar to the method of observing. 
The traveling-wire micrometer is 
usually conceded to be the best means 
yet devised for making accurate time- 
determinations. Opinion is perhaps 
somewhat divided on the relative 
merits of driving the micrometer by 
hand and driving it with a motor. 
Some experiments have convinced me 
that a really efficient motor-drive 
leaves little to be desired. 

The synchronous electric motor, 
which has proved to be so useful in 
multiplex telegraphy, television, and 
the like, is also of value here. A 
small synchronous motor, weighing 
only a few ounces, has been mounted 
on the micrometer of one of the 
transit instruments and geared di- 
rectly to the screw. The position of 
the traveling wire at any instant is 
adjusted by the observer by regulat- 
ing the frequency of the current driv- 
ing the motor. The preliminary re- 
sults indicate that a material increase 
in the accuracy of the observations 
can be obtained by this means. 

The time-service of the Naval Ob- 
servatory, reaching as it does into all 
parts of the world and many phases 
of life, frequently receives sugges- 
tions and _ constructive criticisms 
which are of value. It is hoped that 
the friendly cooperation of other 
scientific agencies will continue. 
Meanwhile the time-service will en- 
deavor to improve its methods and 
increase the availability of its signals 
and otherwise comply with the spirit 
of the word “service.” 


(The above is part of the text 
of a paper presented before Na- 
tional Geophysical Union.) 


Death of Abraham Levytansky 


SAN ANTONIO, TEXx., Oct. 3—Abraham 
Levytansky, 65 years old, pioneer jeweler 
of San Antonio, died recently at the 
home of his daughter, Mrs. Jacob Gold- 
berg, 1036 West Mulberry Ave. Two 
other daughters and one brother also 
survive him. 

Mr. Levytansky was born in Lithu- 
ania in 1865, coming to this country when 
he was 16 years old, and had lived in 
San Antonio for the past 25 years. 
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DEAL No. 2 


TO HELP YOU 





“DEAL No. 1 


A HANDSOME WINDOW DISPLAY consisting of: 
1. Genuine Leather Tray containing 12 New Vogue Birthstones. 


2. Full Color, Photographic Reproduction, Birthstone Calendar, 
called “THE STONE OF THE MONTH.” 









Z 1RU: (TONES 
If you will send us six = tags taken from jewelry set with 
NATHAN “TRU-STONE” synthetics, mentioning the name of your 
wholesaler, we will send you, gratis, this STONE OF THE MONTH 
Calendar. 











Lavavesries { 


SELL MORE 
BIRTHSTONE 
JEWELRY 





And to acquaint you with the 
superior quality of NATHAN 
“TRU-STONE” synthetics, the 
stones that stand the Acid Test, 


we are offering for a limited time. 








* Sold through your wholesaler only, at a special price to advertise 
“TRU-STONE” synthetics. If he cannot supply you, write us giving 
his name and we will see that you are supplied promptly. 


S. NATHAN & 


71-73 NASSAU STREET, NEW YORK 
BRANCH OFFICE—10 WEST 47th STREET, NEW YORK 


DIAMONDS — PEARLS — PRECIOUS STONES 


CO. Inc. 
















One Good Buy Leads to 
Another 
(From page 73) 


ber of pieces sold in the 23 depart- 
ments but the dollars and cents vol- 
ume as well. Complete records of the 
sales in each department are main- 
tained and utilized in determining the 
customer acceptance and merchandise 
trend which supplies accurate infor- 
mation for buying guidance. 

To witness the thoroughness and 
attention applied to each item would 
be an experience invaluable to any 
jewelry firm and it is only after a 
complete examination of records, sales 
possibilities of the merchandise being 
discussed, is it finally bought. 


You’re in the Egg Business— 
Mr. Jeweler 
(From page 95) 


about keeping your jewelry stock 
eternally fresh?” 

The Old Veteran puffed at his 
pipe a moment before answering. “In 
the first place,” he said, “I’d have 
everything out on display—every- 
thing, mind you! 


“My store would be built 7} 
differently, too. No drawers 
anywhere and no_ stock 
room. I suppose I’d have to 
have a LITTLE stock room 
and maybe a FEW drawers. 


“Drawers are such convenient 
things. When you get a little tired 
of seeing something on the shelf, 
bing, into the drawer it goes! Noth- 
ing easier! Out of sight, out of mind. 
Your old stock doesn’t worry you be- 
cause you forget all about it. 

“Whereas if you had no handy 
drawers to throw the discards in they 
would be constantly on your mind 
and in front of your eyes. You would 
sharpen your merchandising wits and 
scheme some way to get rid of them 
before they got too stale, even to 
the extent of losing your dignity and 
staging a sale. Yes sir, Don, drawer 
space encourages lazy merchandising. 

“They won’t buy what they don’t 
see. If part of the stock is hidden 
and brought out only on ‘request,’ the 
customer never feels certain she has 
seen everything. She is more inclined 
to walk out and shop around than if 
she knows everything is out where 
she can see it.” 
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“Wait a minute, Old Vet,” said 
Patty. “Where will you carry your 
surplus stock?” 

The Old Veteran chuckled. “Right 
where it belongs—on the wholesaler’s 
shelf. Let’s do some straight think- 
ing now. 

“When the wholesaler has the sur- 
plus he pays all the rent, heat, light, 
interest, insurance, taxes, and over- 
head on that stock. And in addition 
—here’s the important point — he 
takes all the risk of my not wanting 
those goods after all. Did you ever 
think of that? 

“So what if I would have to use 
telegraph and air mail instead of reg- 
ular mail and express! I’d save my- 
self all those carrying charges and 
avoid the risk of having on hand 
something I didn’t need, something 
that would hang on till it became old 
stock.” 

“Tt may sound childish, Old Vet,” 
Patty remarked, “but I find it’s not 
so easy to tell precisely what I need 
and what I don’t.” 

“You're right, my boy. Now I'd 
aim to find that out by dividing my 
stock jnto more departments than 
most jewelers have. Make each de- 
partment stand on its own feet too, 
keeping its sales and its stock as dis- 
tinct units. 

“T’d invoice each stock every two or 
three weeks and order into that stock 
only as much as its sales would 
justify. Thus if I needed rings I’d 
order rings, even though my watch 
stock might be entirely too high. One 
stock would not interfere with the 
other. 

“Tf one of my sterling patterns was 
a slow mover I’d find it out very 
quickly that way. I’d ask my whole- 
saler to exchange the entire pattern 
for me. His success depends on mine 
so he’d probably accommodate me. 
Like as not that pattern would be 
a good seller somewhere else. 

“Then I wouldn’t be ashamed to 
place small orders. As I visit around 
among my jeweler friends I notice 
they all like to be known as ‘big buy- 
ers. After they have put down on 
their order sheets exactly what they 
need it’s mighty hard to resist buying 
a little more ‘just to make an even 
dozen,’ or ‘to make it worth send- 
ing,’ or ‘to make the express less on 
each item.’ 

“That’s cowardice — expensive 
cowardice. It’s a kind of false pride, 
the kind that breeds old stock. No 
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sir, I’m not proud that way. I be- 
lieve in dealing with few houses, 
giving each as much business as pos- 
sible, but in small doses. The smaller 
the order the more likely it is that 
your stock really needs the goods 
ordered. 


“So I'd have a warning 
printed, right on my order 
blanks, right where | couldn’t 
miss it: ‘Don’t be a “small 
order coward.” Remember 

ll you're still in the egg busi- 


»»9 


ness. 


“The public doesn’t give a whoop 
about turnover, or discounts, or 
dating, or percentages. What it wants 
in good times and bad, is fresh, clean, 
new merchandise. It has the same 
craving for out of date jewelry as for 
stale eggs. The jeweler’s prime ef- 
fort should be to keep his stock 
‘strictly fresh.’ ” 

“When you think of it that way,” 
Don Patty observed, “it does seem 
piain that all up and down the street 
jewelers are successful just in propor- 
tion as they keep their old stocks 
cleaned out. But the causes of old 
stock are so complex and numerous.” 

“You're only partly right, young 
man. Old stock has only one basic 
cause, and here it is.” The Old Vet- 
eran shook a determined finger at 
Patty. 

“There is no such thing as too much 
old stock except as a result of too 
much new stock at some time pre- 
vious. There is no other cause though 
it may not be apparent at the time. 

“Every new shipment has a dead- 
cning effect on the stock on hand. 
The old becomes just a trifle more 
commonplace and stale to the sales- 
man. He cannot avoid reflecting that 
attitude to the customer. 

“Here’s a peculiar twist to that 
idea. Suppose you buy three dozen 
clocks and sell every one of them out, 
say, in a month. That quick turn- 
over does not necessarily mean that 
your three dozen order was not too 
large.” 

“Hm, I'd be satisfied with a deal 
like that,” said Patty. 

“Not so fast, young man,” the Old 
Veteran exclaimed. “You had some 
clocks on hand when you bought that 
new lot, and normally you would have 
sold some of them during that month. 

“Tf those new clocks were of such 
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DIAMONDS 
PEARLS 
PRECIOUS STONES 


Call Bryant 2587 and 
have your Uncompleted 


Pieces of Jewelry Filled 


at Once - - - - 


Complete assortment of Fancies 
and Round Stones—from one to a 
thousand—at actual market prices 


|_ 
L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City 














PARIS ANTWERP LONDON 
26 Faubourg St. Honoré 25 Rue des Fortifications Diamond House, Hatton Garden 
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prices and styles that they stopped 
the sale of the old ones, then your 
entire old stock would still be on 
hand, one month staler than before, 
and consequently that much harder 
to sell. And three dozen of your cus- 
tomers would be out of the clock 
market—all bought up. Cause? Too 
much new stock. 


“lm trying to bring out 
that the depreciation you 
forced on the old stock 
might equal the profit made 
on the new. A _ smaller 
erder would also have liv- 
ened up your business. 


“Laziness too, promotes big orders. 
It’s no small task to analyze your 
watch inventory, for instance, check- 
ing it up against your sales on each 
of the various types, prices, and styles, 
to find your exact needs. 

“If, at the end of your research, 
you decide to order only one or two 
watches, you might be tempted to 
think you did a lot of work for noth- 
ing. No sir, that’s real merchan- 
dising. 

“The lazy way is to glance over 
the watch stock and say, ‘Guess we 
need some watches. Better order six. 
No, eight. Oh, make it a dozen.’ 
How many jewelers do just that? 
Plenty! 

“Don, my boy, take it from me. 
If you ever want a good sound lesson 
in jewelry merchandising, take a flier 
in the egg business.” 


Merchandise at Fair Price 
Builds Business for Julius 
Walk 
(From page 87) 


faction of knowing that we have 
never sold anything that was not 
top-notice quality and that was not 
exactly what we represented it to be.” 

Of Walk’s clientele it may be said 
that once a customer always a cus- 
tomer, “even unto the third and 
fourth generation” whether resident 
in Indianapolis or scattered over the 
country. Many elderly men and 
women come to the store with stones 
which they proudly say “were pur- 
chased 50 years ago.” 

There are famous names “of a 
day that is gone” on their books— 
President Benjamin Harrison, Vice- 
President and Governor Thomas -A. 
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Hendricks, Vice-President and Gov- 
ernor Thomas R. Marshall, Admiral 
George Brown, Addison C. Harris; 
and among the literati: Sarah T. 
Bolton, General Lew Wallace, 
Charles Major, James Whitcomb 
Riley and Maurice Thompson. 

It would indicate to me one of sev- 
eral things: either that the people 
who can afford to buy fine merchan- 
dise were not the ones who lost most 
heavily in the Wall St. crash, or 
that our clientele is of the more con- 
servative wealthy class that does not 
plunge. 

“We have made in the last few 
years many outstanding sales of pre- 
cious stones. We recently mounted 
the finest star sapphire in the United 
States, an absolutely flawless stone 
weighing 104 Karats, in a diamond 
necklace for an Indianapolis woman. 
And emerald rings of five, six and 
seven karats are not at all unusual 
sales for us. We have sold a great 
many new baguette wrist watches. 

“T do not think we are over-reach- 
ing ourselves when we say that we 
intend to maintain and increase that 
department of our business, but at 
the same time we want to attract 
people who will buy $5, $10, $15 and 
$20 gifts. If there is anybody in the 
market for merchandise and we do 
not make the sale we feel that it is 
our fault. I am certain that in every 
sale of very fine silver and fine jewelry 
we at least have a chance to show 
what we have.” 

Walk’s advertising is of the con- 
servative type—never any large cuts 
nor flamboyant type, no faddy nor 
illiterate spelling nor punctuation. 
Some time ago the firm discontinued 
its house organ, which it had issued 
for years, and intends to do all 
future advertising through news- 
papers and personal letters, with an 
occasional seasonal brochure on mer- 
chandise that is particularly impor- 
tant at the time—in the spring, one 
on costume jewelry and engagement 
rings; one in the summer on sports 
jewelry; one in October on holiday 
merchandise. 

How this firm obtains new busi- 
ness is interesting, for it is mostly 
by writing a letter of welcome to 
new residents with an invitation to 
visit the store. If the recipient has 
made a change in business or his pro- 
fession warranting congratulation, a 
point is made of that in the letter. 
This is no form or stock letter, but 
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a personal one fitting each case. A 
tremendous volume of new business 
comes by that system. Then, ob- 
viously, old customers are continually 
sending new ones. Mr. Garstang 
states that at least 50 good new 
names are added to their list each 
month. 

Walk’s does a lay-a-way, but no 
installment business, and never held 
a sale until five years ago when their 
pre-inventory sale was so successful 
it became a precedent, filling in splen- 
didly right through Lent when busi- 
ness is not very good. 

The new store with basement its 
three retail shops, watch department, 
offices and private consultation room 
on the ground floor, and on the sec- 
ond its workshop, rest room and fire- 
proof file room (a record therein ot 
every diamond sold) has appreciably 
greater capacity than its predecessor. 
Every room and cubby hole are com- 
pletely ventilated by a forced air sys- 
tem. 
Placing the watch department at 
the rear is unusual. Walk’s has 
always been a popular place for 
people to regulate their watches—the 
regulator, 100 years old, is one of 
only three in the country. Walk’s 
is pleased to have people regulate 
their watches, but hundreds never 
tought 50 cents’ worth. Now—well, 
people must pass through all three 
shops to reach the regulator. 


Each shop, in architecture 
and interior decoration, so 
reflects “the purpose of its 
being” that instantly Queen 
Marie’s happy phrase, “a 
jewel of a room,” comes to 
mind. Hand-carved Amer- 
ican walnut cabinets—both 
museum and indented—are 
separated by carved, ivory- 
tinted, Renaissance pilasters. 


For the first time in this country 
extruded’ bronze is used for hand 
rails instead of wood. The trays are 
ebony inlaid with ivory. There are 
four “seasonal” changes of display 
pads. One may look clear through 
the unique and beautiful display case 
set into the wall between front and 
middle shops. In numerous unsus- 
pected forms and locations the latest 
burglar and hold-up alarms make in- 
stant A.D.T. contact. A Tork clock 
automatically regulates the electric 
light sign. 
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fn cresting fees about Mikimoto Pearls 


GENUINE PEARLS CULTIVATED 


WENTY-THREE years of experiment 
were spent by Mr. K. Mikimoto in de- 
veloping a perfectly spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of 
care by the diving girls must follow before a 
sizable pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or 
young pearl oysters. 


The pearl culture farms of Mikimoto which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise 
and sell profitably. 


K. MIKIMOTO 


535 FIFTH AVE. NEW YORK 














Fun and Fortune from the Jewelry Business 
(From page 117) 


best and well-advertised makes and push that watch. 
What automobile dealer carries a dozen makes of cars? 
We reduced our watch stock to $20,000 last year and 
sold practically as many watches as the previous year. 
Why guarantee your watches for a definite period of 
time? ‘Too many of our watch customers in the past 
have confused a year’s guarantee of time with eternity! 
Of course, a jeweler sees always that his customer 
receives satisfaction after any time, but we find that three 
months’ free service answers just as well as a rather 
limitless time guarantee. 


“Then what about trade-ins? Don’t trade 
out all your profit on trade-ins. Of cour:e, 
the old movement is of no value to a jeweler, 
and selling an old watch might ruin his repu- 
tation. So on a trade-in just allow the full 
value of the metal in the case and the full 
value of the diamonds which may be set in it. J 


“Don’t carry merchandise month after month and year 
after year. If a brooch in your stock has not sold after 
one month, look it over and learn why. Perhaps you 
have too many other brooches in stock, so this one has 
not been shown. 

“Tf an article has been three months in stock perhaps 
it is too high in price, or too low, or needs repolishing, 
or the diamond setting needs to be melted up for a new 
one. After a year in stock something radical must be 
done to insure sale, or the article should be given away. 
You can’t afford to let your customers see out-of-date mer- 
chandise in your stock, because style in jewelry today is 
one of its most important factors. 

“Of course, you will carry some unusual, handsome, 

exclusive merchandise, slower movers perhaps. But be 
sure to learn the quick movers in your stock, buying them 
over and over again in small quantities. We had ten 
turn-overs last year in one $5 plated cream and sugar 
set. We did almost as well on our $35, $50 and $100 
grouped diamond rings in the window. 
_ “No matter how small your business is, it will be 
money in your pocket to pay some one well to give you 
a report, telling all about the condition of your business 
from day to day. 

“I know a young fellow in a small city, stock about 
$5,000, who holds his holiday stock to such a figure that 
he is absolutely sure that on Jan. 1 he will have enough 
money to pay all his bills, and can take a trip to Florida 
or Cuba or visit his brother in sunshiny Texas. Very 
simple stock records show him clearly where his business 
stands. He turns his stock three and one-half times a 
year—puts his surplus money in no slow moving, big mer- 
chandise, just to brag about, but in good real estate 
mortgages and a building and loan company in which he is 
a director. 

“What makes old stock? It is merchandise which is 
not frequently shown. ‘Take any beautiful new piece of 
merchandise, place it in your stock and don’t show it, 
and it is liable to remain with you for years. Almost any 
fellow here could go home and reduce his stock one third, 
spend $250 or less for display fixtures and boxes to spread 
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his stock. Then repolish everything and thereby so in- 
crease the charm of his stock arrangement that he would 
have an increase in his business, with reduced stock. 

“Don’t keep your nose to the grindstone month after 
month like a bonehead. ‘Take frequent short vacations 
relax and be happy no matter what the cost. 

“Be square and honest with your customers, and on the 
square with your God, the creator and owner of this 
wonderful world.” 





Ford Couldn’t Buy Silverware on Display 
(From page 75) 


than any city in the United States. He believed an ex- 
hibition of the fine pieces would stimulate an interest in 
both modern and reproductions of fine silver. His idea 
was successful and for the past 10 years he has held this 
three months’ showing of fine old silver. 

Old silver is so abundant in Charleston that different 
pieces are shown each year. 


No receipt is given and none is requested ‘7 
of W. P. Cart when he removes the silver 
from the homes. This is a magnificent ex- 
ample of confidence which each jeweler can 
develop in his individual community. 


Many rare antique pieces are contained in the exhibit 
each year, the period extending as far back as 1600. 
In attendance during the showing is a cultured woman 
who understands silver and the tradition of practically 
each piece displayed. Explanation is made to visitors, 
who, during the last showing, included 27 States and three 
foreign countries. The estimated value of the silverware 
display is approximately $400,000. 

The idea developed by this aggressive jeweler was not 
alone one of unusual civic interest, but a plan that has 
been successful in stimulating the silverware business. 
Silverware sales have increased in the W. P. Cart store 
over 25 per cent, and during the last showing the sales in- 
creased in this department to over five figures. 

There is a love for fine silver in the soul of this jeweler 
which no doubt he inherited from his ancestors. As far 
back as 1790 Vernal Cart, a lawyer by profession, man- 
ufactured spoons, marked on the back C-A-R-T. Some of 
these are now in possession of W. P. Cart. 

When the loaned silverware is returned the owners 
find it has been carefully cleaned and this service has 
no doubt contributed to the success of the idea. 

Many customers telephone this jeweler and request 
that he select a gift for a certain amount, again dem- 
onstrating that an idea built on confidence is far reaching. 

A brides’ book is sent at each nuptial ceremony. If 
the family of the bride is known intimately to the jeweler 
the brides’ cake set is sent. 

In conducting the business there is an intimate spirit 
of cooperation existing between the employees and Mr. 
Cart. Employees receive a bonus each year. 

There are two axioms which perhaps explain a great 
part of the success of this business and these are the busi- 
ness practices of this excellent business executive. “I 
firmly believe ‘In Live and Let Live,’ and if I had all the 
money in the world I would want to be in the business 
I love, and that fine silverware,” said Mr. Cart. 
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GEMS 


Emeralds Catseyes 
Rubies Star Rubies 
Sapphires Star Sapphires 
Chinese Jade 
Black Opals Aquamarines 
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European Diamond Markets 


Lonvon, Sept. 17.—The slight improvement in the 
diamond market that became noticeable toward the end MARQUISE 
and 


of August is being maintained and since the manufac- 

turing jewelers are now busy replenishing stocks in those 

classes of goods in demand for the Christmas trade there 

is likely to be increasing activity from now on_ until the EMERALD CUT 
new*year. The demand for cheap white goods of all 

descriptions has been more pronounced .of late, with more 
small eight facets than for a long time past going into | >| AMONDS 
use. 

. Commenting on the current state of the market a prom- 

inent Holborn Viaduct diamond merchant said that the 
first half of September reflected better business. The 
slight improvement which has recently been felt, both on 
the stock market and in general trade, has also shown 
itself in the jewelry business insomuch that many of the 
jewelers both in the metropolis and the provinces report 
better business. Business, too, is a little better on the 
Amsterdam and Antwerp markets, the names of a good 
many foreign buyers of importance now being seen posted 
on the “strangers’ board.” As the full quota of cutters 
is not yet back at work, the market has become bare very 
quickly of those goods which have been at all in demand, 
and a fuller sense of security has, in consequence, been 
engendered. 

In general there is a much more hopeful feeling about 
now, and most everyone is trustful that the longed-for 
revival is close at hand. 

Just at present it is difficult to forecast the trend of 
business during the winter. The fact that the stock of 
the average manufacturing jeweler and of the average 
retailer is low (because he has not been buying) gives 
a chance for some active sales on the part of the diamond 
people during the next few months. How much this will 
amount to, one cannot predict. 

One thing has stood out prominently in the minds of 
the trade and general public, that is, prices have remained 
firm throughout the whole season and especially for the 
good quality stones. 

Fancy shaped diamonds, particularly baguettes and 
emerald-cut stones are meeting with a much better de- 
mand now than was shown in the last few months. The 
demand for these fancy shapes is increasing in all sections 
of the industry. 








Lonpon, Oct. 2.—Opinion among diamond men now 


seems to be pretty unanimous that the recent deliberations Sapphir es, Star Sapphir es 


of South African Mines Minister Fourie with the Euro- 
pean diamond heads in connection with the further stab- Emeralds and Pearls 
“+ 48> +- 


ilization of the diamond industry have cleared the air con- 
siderably with consequent improvement in market tone. 
According to Backes & Strauss, the Holborn Viaduct r P 
diamond house, the feeling on the market is much better J m R hh Mm 

as a result of the conversations held between the Mines ero e Ic el er 
Minister of South Africa and the representatives of the 


Dutch and Belgian cutters, following the conference held Importers and Cutters 


with the London Rough Syndicate. FANCY CUT DIAMONDS 
“It is believed,” a partner in the firm told THe Jewe- 
ERs’ CiRCULAR the other day, “that an agreement will be 20 West 47th Street 


signed in the very near future between the South African 


government and the syndicate stating that the government NEW YORK 


will continue to adhere to the present rules previously 
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“Our merchan- 
dise, sold by you 
to your clientele, 
builds a founda- 
tion for your 
establishment.” 













ESTABLISHED 1899 


PARAMOUNT BUILDING 
CHICKERING 6690 


The House of Quality and Value 


MARCUS FELDMAN 


1501 BROADWAY 




















enforced by the syndicate. This is of double importance 
as it shows that the South African government under- 
stands fully that it is only by its close cooperation with all 
the rough producing bodies that a really sound business 
situation can be secured.” 


Paris, Sept. 17.—Reports from this market show busi- 
ness in the diamond trade is in line with those of the 
centers of Antwerp, Amsterdam and London, that is, we 
are feeling the depression just as much as they are. 

As far as the retail trade is concerned, thé season now 
on, which is usually marked as one of the best for dealers 
in fine diamond articles, is not satisfactory.. In fact, 
business shows quite a different aspect than formerly. 
Tourists who have been coming from the Riviera resorts 
and on whose trade many of our dealers depend, have been 
buying much cheaper articles; cheaper in proportion to 
the wealth of the purchaser. In fact, the fine jewelry 
trade with tourists has been distinctly disappointing. 

As a result of the world conditions reflected here, our 
wholesalers are not buying in quantities. In fact, they 
have been limiting their purchases only to the gems of 
which they have immediate need. The same condition 
prevails in the pearl trade which, it might be mentioned, 
has been considerably handicapped by the political situa- 
tion in India. 

However, both in regard to diamonds and fine gems, 
there is reason to believe that as the autumn advances, 
conditions will brighten and that the business will pick 
up considerably at least as compared to the present time. 


AMSTERDAM, Sept. 19—Conditions in this market have 
not changed much in the last month or so. At present, 
there are very few buyers here and those that have arrived 
during the past week do not show any particular inclina- 
tion to buy in quantity, many of them preferring to devote 
their time to hunting after bargains. However, despite 
the lack of business, prices are maintained and “bargains” 
so-called are few and far between if they in fact exist. 

There is a sporadic demand for stones of certain sizes 
and kinds. For instance, there is a good call for two 
grainers and quarter carat stones in the highest grades, 
supplies of which are in no way abundant. In fact, they 
are rather difficult to find owing to the fact the manufac- 
turers of this class of goods have not found it remunerative 
to cut them in any quantity. Offers for these stones when 
cut have not been high enough to yield a good profit to the 
cutter. 

One of the most important events recently in the 
diamond industry here was a visit of some members of 
the South African government to the city, among whom 
was the Minister of Mines as well as the president of 
the Industrial Council of South Africa. These men made 
a special visit to the factory of one of the leading diamond 
cutters here and during the visit, a conference was held 
in the office between the South African delegation and 
the members of the firm who were joined by a number 
of the leading men of the industry. The conference dealt 
primarily with the present condition of the diamond in- 
dustry in South Africa and it is felt that as a result of 
certain suggestions for the amelioration of conditions, 
which the diamond men consider inimical to business 
progress, we may look for changes that will be of benefit 
to the diamond trade. 
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Forms change, but 
nothing dies. Since 
history was a dark mys- 
tery the beauty of 
JADE has been cher- 
ished in the Orient— 
and its beauty today is appreciated 
wherever discriminating people gather. 


Once a badge of honor, worn at the suf- 
ference of the emperor—a fetish and 
talisman for immortality—now a pre- 
ferred decoration with those who enjoy 
fine things. ; 


With none of the glitter of the gem, its 
soft tones and subtle markings make a 
strong appeal and give the wearer a last- 
ing sense of happy possession. 


To the jeweler, who takes a craftsman’s 
pride in catering to the finer senses of 
his customers, JADE offers a hundred 
means of approach. By stocking JADE 
in sufficient variety, he has at his dis- 
posal a certain means of meeting the 
customer’s every want. $i 
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An extensive line of 
Star Sapphires and Star 
Rubies in Rings, Cuff 
Links and Dress Sets. 


























The growing demand 
for the Star Sapphire is 
merely a natural tribute 








to this fascinating gem. 


GEMS OF FASCINATION 


Louis N. Marx 


551 FIFTH AVENUE NEW YORK 
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A New York Bank for JEWELERS 


THE Market and Fulton Office of the Irving 


























Trust Company has been associated with the 


jewelry trade for more than half a century. 


Because its officers keep in constant touch 
with changing business conditions and because 
they are thoroughly versed in the banking re- 
quirements of the jewelry trade, this Office is un- 
usually well equipped to serve as “a New York 


bank for jewelers.” 


ARTISANS 
in 
THE CREATING -P MARKET AND FULTON OFFICE 
of . 
FINE DIAMOND JEWELRY BM IRVING TRUST COMPANY 


| a 4 il = Lv, | J 150 WILLIAM STREET 
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Florida Business Blossoming \ 


“Approximately half a million dollars 
is now being spent in the erection of 
gigantic canning factories in the vicin- 
ity of Tampa, Fla.,” says Alvin Magnon, 
proprietor of the Adams Jewelry Co., 
611 Franklin St., Tampa, and secretary 
of the Florida Retail Jewelers Associa- 
tion. “This will bring hundreds of 
potential jewelry buyers to our city. 
We appeal to the girls employed in 
these factories with the idea that an 
attractive wrist watch or any article of 
jewelry is well within their reach finan- 
cially. We believe that to sell one of 
these girls one wrist watch is to stimu- 
late a desire for the same article among 
many of her friends and coworkers. 

“| find that business this year has 
held its own with that of last year in 
Tampa. Florida is enjoying an excellent 
fruit and vegetable crop and a strength- 
ening condition is very evident. Hotels 
anticipate a record season and the jew- } 








eler will not be left behind.” 


The Girl and the Ring 
(From page 97) 


“Don’t talk about me like that,” said the girl distantly. 
“Who do you think I am?” 

“You're Myrtle Muller.” We nabbed you claiming 
two suitcases you'd checked at the Grand Central station. 
—Say, I sort of thought you’d try that dodge ” Dowd 
broke off. ‘Well, here’s our visitor.” 

Holcomb was coming into the office. 

Dowd got up. “Hello. No need for introductions, 
I guess. You've met the lady and gentleman before?” 

Holcomb looked at the man. “Yes, he’s the one.” 
Then he stopped at stared at the girl. “Mr. Dowd, I’m 
not sure about her. She looks a good deal the same, 
only that girl the other day had red hair.” 

“And mademoiselle here is blonde,” admitted the de- 
tective. “You must have got a wrong impression. Wasn’t 
it the lamp light, maybe?” 

The salesman shook his head. “Her hair was red.” 

“There! I told you you were wrong, Mr. Dowd,” 
said the girl quickly. ‘You can’t have me arrested.” 

Martin Dowd looked crestfallen. “You've got your 
nerve with you, sister. ‘This puts a crimp in my arrange- 
ments us 

Holcomb clutched the detective’s arms. ‘Make her 
take off her gloves. I remember something. She had 
a scar on the first finger of her left hand. I noticed it 
when she was trying on the ring.” 

The girl’s finger had the scar. 

“Myrtle, I guess we'll find a wig somewhere in your 
belongings,” said Dowd. ‘And now I’m gonna intro- 
duce you and your friend to a nice policeman. —Hol- 
comb, listen to your uncle Martin, and you'll save your- 
self a lot of business worries. Never refuse a customer 
that wants to look at goods at home, but never let an 
article get where you can’t see it.” 
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“Qn the air” 
to boost your 
sales and profits 
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ACK on the air! Wallace—the first silversmiths 

to use the powerful selling force of the air— 
resumes its rhythmic programs to help increase your 
sales of Wallace Sterling Silver, Silver Plate and 
Pewter. 

Each program “a musical catalogue of the dealer’s 
stock” to entertain people with the news about Wallace 
Silver, Silver Plate and Pewter—to charm them into 
giving Wallace Silver and Pewter for Christmas or any 
gift occasion! 

Wallace is ready to help you profit from the interest 
these programs create. Promotional material to make 
these programs work for you individually is yours for 
the asking. 

A bigger orchestra, at a better hour, over more sta- 
tions! Wallace Silversmiths present their programs 
every Saturday night at 8:45 P.M. Eastern Standard 
Time, 7:45 Central Standard Time, for a full period 
over the Columbia Broadcasting System. 


R. WauLAcE & Sons Mec. Co. 


Silversmiths—Wallingford, Conn. 


NEW YORK CHICAGO PHILADELPHIA 
411 Fifth Ave. 10 So. Wabash Ave. 1204 Chestnut St. 


SAN FRANCISCO, 140 Geary St. 









GUILD oO F AMERICA 


MEMBERS OF THE STERLING SrLVERSMITHS 





















SILVER 





The presentation 
of a beautiful silver service valued at $25,000 to the 
Cruiser Houston by the citizens of Houston, Tex., is 
an event of distinct interest to the jewelry trade. For in 
this is seen a revival of a custom which, for nearly 30 
years, brought business to the silver industry and, inci- 
dentally, did much toward helping develop the industry 
from an artistic standpoint. 

The custom originated about 40 years ago when the 
people of the various States beginning with Maine started 
to present to ships of the United States Navy named 
after them, and the people of the cities and towns 
followed in gifts to cruisers of punch bowls and full 
silver services for the use of the officers and crew. Between 
1891 and 1920, nearly 70 such services were presented 
to the ships of the Navy, all of which were magnificent 
specimens of American silversmithing. These were given 
great publicity which tended to not only interest the 
people of the country in silverware generally but also 
give great publicity to the beautiful products of the 
American craftsmen. 

For the last 10 years the custom has somewhat lagged, 


FOR A SEA-GOING T, 


BLE 


Presentation of $25,000 silver service 

to U. S. S. Houston by citizens. of 

Houston revives a custom that helps 
the silver industry 





but its revival in the case of the presentation to the 
cruiser Houston, Oct. 25, is hailed with joy by the 
jewelers and silversmiths alike and it is hoped that the 
precedent established will encourage jewelers to work 
to have it followed to the extent that existed in the older 
days. 


Te silver service 
is valued at $25,000. It is rich and regal in appear- 
ance and appropriate in design, for it possesses the charm 
and beauty of those old Spanish missions so much a part 
of the history of Texas. On several of the pieces, scenes 
dear to the hearts of all Houston people are faithfully re- 
produced. From the facade of that beautiful mission of 
San Jose de Aguayo, comes the inspiration for most of the 
design. The magnificently sculptured scrolls and orna- 
ment which marked this old mission a thing of beauty, 
became the theme in silver for a truly Texan Service. 
The pediment of the “Alamo” forms a shield on the im- 
portant pieces, on which are mounted the seals of the City 
of Houston and the U. S. Navy. Sprays of magnolia, 
the flower of Houston, support one side of each shield, 





The Houston silver service is valued at $25,000 
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(Continued from page 139) 
while on the other appears a boll of cotton, one of the 
principal products of Texas. 

On the floral centerpiece, 20 in. in diameter, the ob- 
yerse side shows in bas relief the U. S. S. Houston 
speeding in a seaway. On the reverse side of the bowl 
is pictured the historic scene of the surrender of the 
Mexican general, Santa Ana, to our famous hero, General 
Sam Houston, following the final battle of the war at 
San Jacinto on April 21, 1836. The two side panels 
have been reserved for presentation inscriptions, richly en- 
graved, briefly telling the illustrious and dramatic story 
of the public career of Sam Houston and the historic and 
dramatic progress of the City of Houston. On the base 
are applied in full relief four heads of the well-known 
Texas “Long Horns.” The bowl holds 70 pints. 


I, the Candelabra 


central column shows the Alamo shield, combined with 
the seals of the city and the Navy as well as the sprays 
of magnolia and cotton, and surmounted by the equestrian 
statue of Sam Houston as he appeared leading his troops 
in the battle of San Jacinto. This is a faithful repro- 
duction in minature of the well-known monument that 
had been erected in his memory in the City of Houston. 
The candelabra are electrically equipped. 

The large coffee urn is also electrically equipped and 
is a splendid piece, striking in its ornamental appearance, 
carrying the essential ornamentation and the following 
presentation inscription: 


“Presented by the People of the City of Houston in 

















The floral center- 
piece 20 inches in 
diameter was de- 
signed to include 
scenes forming the 
historical back - 
ground of the city 
of Houston. On the 
base are applied in 
full relief four 
heads, of the well 
known Texas “Long 
Horns.” 
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Grateful Appreciation of the Naming of the U. 8. 8. 
Houston” 

Other pieces included are: 12 after-dinner coffee cups 
and saucers, two fruit comports, one water pitcher and 
12 salad or dessert plates. 

The service was purchased through Louis Lechenger, 
one of Houston’s leading retail jewelers and was designed 
and made especially for the purpose by the International 
Silver Co. It will stand as a memorial not only to the 
good taste of the citizens of Houston who selected the 
design, but also to the artistry of the designers and crafts- 
men of the sterling silver department of its makers. 





Imported Hollow-Ware 


In a recent communication, forwarded by the Treasury 
officials, in Washington, to the collector of customs, at 
New York, it was emphasized that articles, to be 
dutiable under Par. 339, Act of 1930, as “hollow-ware,” 
must be of the character of utensil designed and used 
chiefly for utilitarian purposes, such as pots, pitchers, 
kettles, etc. Powder boxes, pin trays, hair receivers, 
serving trays, etc., composed of metal, the customs off- 
cers ruled, must pay duty at the higher rate provided 
for in Par. 397, Tariff Act of 1930. These paragraphs, 
it is understood, are to be subjected to further interpreta- 
tion and will probably be the subject, also, of extended 
litigation before the customs courts. 

Samples of a mug and a candlestick were recently be- 
fore the customs officers, at New York. They were 


composed of metal and held by the customs appraisers 
to be dutiable at the appropriate rate in Par. 397, Tariff 
Act of 1930. 
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Spanning the Periods 


with the 


DEBUT ANTE 





























PATTERN 


In solid silver, this pattern possesses the 
vital dynamic influence of modern times 
—yet its simplicity and inherent good 
taste lends a distinct note of beauty to 
any setting, whatever the period. 


The Debutante pattern is the expression 
of the skill and taste of generations of 
master silversmiths who preceded the 
present craftsmen of the Richard Dimes 
Company. 

This noble lineage can be traced back 
hundreds of years to Old England—and 
down thru the pages of American Silver 
history to the present. 


Small wonder, with such a background, 
that solid silver creations by the Richard 
Dimes Co. are most frequently selected 
by the really discriminating. 


May we place this successful Debutante 
Pattern before you—that you may ketter 
appreciate its beauty—and determine its 
possibilities in your store? Address 
Richard Dimes Co., 72 K Street, Boston, 
Mass. 


HARD DIMES 


COM PANY 









At Left—Silver replica of famous 
old mill at Newport, R. I., pre- 
sented to Sir Thomas Lipton in 
appreciation of his high quality of 
sportsmanship by the citizens of 
Newport. 

(See text on page 167) 


Pihalee 


Below—Group of trophies award- 
ed winners of Pacific Coast Tennis 
Championships held recently in 
Berkeley, Cal. It will be seen 
that in these the conventional 
cup has been succeeded by silver 
pieces of utility. 
(See text on page 165) 
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Saying It With Silver 


Photo courtesy of the makers, International Silver Co. 
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SET No. 1004—CAPACITY POT 115 PTS. 


THE POT IS A REPRODUCTION (IN SMALLER SIZE) OF ONE BY PAUL REVERE. 
THE OTHER PIECES ARE MADE TO MATCH. 


CURRIER & ROBY 217 East 38th St, NEW YORK 











ROBERT BRUCE 


S@ Sterling Flatware Design with a modern 
Interpretation of an Ancient Norman Motif 





Endowed with the charm 
of an ancient Norman de- 
sign, with three tined fork, 


flected in the design, and in 
style and price it is in a class 
by itself . . . non-competi- 








. this NEW Sterling Flat- 
ware by Graff, Washbourne 
& Dunn, is at once expres- 
sive of distinction and re- 
finement. Modern and mod- 
ernistic craftsmanship is re- 





Trade Mark 


Manufacturers of 














tive. When decorated with 
fine hand chasing, Robert 
Bruce Flatware is a perfect 
match for our well-known 
French Border Service of 
hollowware. 


oo oes WASHBOURNE & Dunn 


pediy wu am Specialists in hand-made Sterling Hollowware to order 
80 years. 142 West [4th Street New York City 




















American Importers Oppose Rehearing in 
Nassak Diamond Case 


WasHINcTON, D. C., Oct. 6.—A brief in opposition to 
a petition for rehearing before the United States Court of 
Customs and Patent Appeals by importers of the famous 
Nassak diamond has been filed on behalf of domestic in- 
terests by Addison S. Pratt of Blackman, Pratt & King. 
These attorneys represent the American Jewelers’ Protect- 
ive Association. The Court will not hold any hearing in 
connection with its decision relative to a rehearing. 

This famous diamond was held free of duty by the 
collector of the port, and the Customs Court upheld 
this decision. The case was later brought to the Customs 
Court of Appeals which assessed a duty of 20 per cent 
on the diamond. ‘The importers are now asking for a 
rehearing on the case. This latest brief filed is in op- 
position to any rehearing. 

Mr. Pratt in his brief opposing rehearing calls the 
court’s attention to the fact that the importer “complains 
that this court was unduly influenced by the evidence of 
artists engaged in the fine arts, especially painting, as to 
what constitutes artistic, and that such testimony did not 
evidence the common or commercial understanding of 
what constitutes artistic in precious stones—an entirely 
different branch of industry or art. But if the word 
artistic, as applied to precious stones, has a different 
meaning from the word as applied to painting or some 
other branch of the fine arts, the burden was upon the 
party asserting a meaning different from the usual and 
ordinary meaning of the word to prove it and appellee 
offered no evidence. ‘This court, in its opinion, applied 
the usual and ordinary meaning, the dictionary meaning, 
to the word, which is what it was required to do, in the 
absence of evidence to the contrary.” 

Mr. Pratt says further that “the logical result of the de- 
cision of the lower court (which was upset by the decision 
now enforced) was that all precious stones, cut but not 
set and suitable for use in the manufacture of jewelry, 
would he entitled to free entry, if they could be shown 
to be over 100 years old. There are thousands of such 
stones as to which it would not be at all difficult to show 
that they were cut over 100 years ago. Most of the 
Russian crown jewels, valued at millions of dollars, many 
of which, from time to time since the Revolution, have 
been disposed of by the Soviet Government, could be 
taken apart and imported unset and could readily be 
shown to be over 100 years old. So, also, of many heir- 
looms in the possession of the old families of Europe. To 
prevent such a result under a tariff act imposing a duty 
upon cut and unset precious stones was quite properly the 
object of express solicitude, as appellee terms it, on the 
part of this court.” 

“Tt may be,” continues the brief, “as appellee says in his 
petition, that different lapidaries will cut a rough diamond 
differently, for, as Mr. Van Wezel testified, the first 
thing done before cutting a diamond is to examine it 
to find out the best way to cut it and the judgment of 
different lapidaries may differ as to the best way of 
cutting. But the fact remains that, whether cut now or 
more than 100 years ago, they are always cut accord- 
ing to certain mathematical rules. 

“Tt is respectfully submitted that the petition for re- 
hearing should be denied.” 
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PRICES—ATTRACTIVE 





TRADE MARR 


Stemune 


Weight—Good and Substantial 





Dozen 
Salad Forks (Individual) .............. $18.00 
NEY a in dacadnckdavcoucesexts 18.00 
CIN: 5 i ss daddunenbrnaieliinccs 15.00 
Dessert Knives (Stainless Blades) ...... 36.00 
NTS siviacnicdedir gp teecécds 30.00 
ee ee ee ae 18.00 
Tea Spoons, Medium .................. 15.00 
ee Te CI > aiies ence Se tdateccccn 12.00 


Retail Prices—Subject to usual Trade 
Discount ’ 


Send: for Complete Price List and-Catalogue 


MAKERS OF SCHOFIELD REPOUSSE 
Hollow and Flat Ware 


Matching odd pieces in 
Sterling Silver our Specialty 


The SCHOFIELD COMPANY 
Designers and Makers of Sterling Silverware 
Jos. D. Little, Mgr. 
BALTIMORE, MARYLAND 
Established 1871 
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Scales of ine Jewelr Y 


THESE BRACELETS and PENDANTS 
HAVE the “EDGE ON THEM ALL” 












Eace and excellence are reflected in these new 
creations, designed and produced by Edge Jewel- 
ers exclusively. This line of 14K White Gold 
jewelry set with diamonds, sapphires and emeralds 
will interest every better grade jeweler. » » » 





A Sun Ray Crys- 
tal Pendant fea- 
turing the exclu- 
sive and copy- 
righted Edge 
Colonial Motif. 















SOLD THROUGH WHOLESALERS 


é | 3 W. r 5 G bE 
One of the exten- ~~ Gy = - 2 


paeiecanercer e > JEWELRY COMPANY 










bracelets. Note the ; , 
delicsticly fine, lace- ees 480 Washington St., Newark, N. J. 
like piercing. 3 ws New York Office: 15 Maiden Lane 


DANISH ART PEWTER 


Aspe from its beauty of design and 
superlative craftsmanship, our DANISH 
HAND-HAMMERED PEWTER is be- 
coming a more popular line with better 
jewelers, for it is untarnishable and the 
complete absence of lead and other food- 
poisoning elements, makes it entirely safe 
to use as table service. For polishing 
nothing more than an occasional wash- 
ing in ordinary soap and water is re- 
quired. It is always bright and clean to 
show to a customer regardless of how 


A Coffee Set typical of our complete line. 


long it has been in stock. 


E. TORNOE COMPANY 


225 Fifth Ave. New York 


Eastern Representative: S. A. Holmstrup Middlewestern Representative: W. S. Gray 




















International Action on Gems 
(From page 119) 


definition and legislation in connection with gold and gilt 
covered articles and provided: 

a. That terms like “gold-filled,” ‘rolled gold,” 
“doublé,” “plaqué,” “laminé,” etc., shall be applied 
only to articles consisting of base metal covered with a 
gold plate or plates mechanically applied by means of 
pressing and rolling processes. 

b. That articles made of base metal and covered with 
a deposit of gold by electro-lythical or chemical process 
shall be described in terms of “fire gilt,” “mercurial 
gilt,” “gold cased,” “gold shell,” “galvanique,” “doré” 
or “vergoldet.” 

The resolution provides that all articles manufactured 
in conformity with definition a should bear a square 
stamp and all articles manufactured in conformity with 
definition ’ should bear a round stamp. But it goes on 
to provide that articles made of base metal covered with 
gold shall not bear any stamp indicating the standard of 
the gold employed except the word “rolled gold” and 
“gold-filled” and that in such cases, the word “gold” 
should never be separated from the word “filled” or 
“rolled,” or stamped in letters of a larger size than is 
used in these words “filled” or “rolled.” 

The resolution provides that the minimum quality of 
gold employed in plated articles should be 9 kt. and also 
recommends that trade associations prohibit any contin- 
uance of guarantee of durability of gold covered articles 
after Jan. 1, 1935. 

It is urged that a new commission be named including 
the representatives of countries heretofore on this board 
and also representatives of Spain, Sweden, Netherlands 
and if possible, the United States, to continue the work 
done and to extend and improve the regulations set forth; 
to investigate further the various methods of the applica- 
tion of gold and base metal and to consider the establish- 
ment of standards of value of articles manufactured and 
to report to the next congress the practices and views of 
the trade throughout the world which will form a 
basis for further recommendations. 

Other resolutions cover the subject of price cutting 
(in a way that could not be considered under the United 
States anti-trust laws), the abolition of the retailer’s 
stamps on silverware; insurance; propaganda or pub- 
licity; criminal investigations, international agreements 
to facilitate trade and matters relating to import duties. 

It was resolved that in connection with the definitions 
of the ruby and of precious and semi-precious stones 
generally as well as the distinction between salt and fresh 
water pearls, that the matters be referred back to the 
various countries for further consideration. 





Look Out for Her 


Jewelers generally, and especially in New York City, 
have been warned by the Jewelers’ Security Alliance of 
the operations of a woman reported to be from Erie, 
Pa., who has been passing bad checks. 

She is described as 5 ft. 6 in., 155 lbs., stout, brown 
hair and eyes. She succeeded in securing about $5,000 
worth of jewelry from one Fifth Avenue store on a 
worthless check. 
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Ray Pewter 


A Fine 
Grade of 
Pewter 
Retailing at 
Rock- 
Bottom 
Prices 
















P-1242—Compote 


Height 3” Diameter 6%” 
EE exec uuauees 34.00 


P-2347—Vase 
with Handles 
Height 5” 
Retail ........ $3.00 P-522 Child’s Cup 
Height 24” 

Per Dozen, Retail $18.00 
Each, Retail .... 2.00 


Low-Priced 
Pewter 

That Sells 
Like Wildfire 





P-1247—Bon Bon 
Crinkled 


Diameter 5” 
Per Hundred, Retail $100 


Sell Ray Pewter 
for Quick 
Profits 


P-1251—Bon Bon 
Diameter 5” 


ORDER NOW! per % Doz., Retail ..815.00 


Mail Orders Filled Promptly 


(KEYSTONE DISCOUNT) 


RAY SILVER CO. 


A Division oF SHEETS-ROcKFoRD SiLveR Co. 


ROCKFORD ILLINOIS 
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LONDON 


SJRiton s.a sue 


Cveatove of Baguette Watches 
GENEVA 


Announce 


PARIS 





Their New Agents in the U. S. A. and Canada 








through whom you may obtain the famous Niton 
Watches, winners of the highest awards from the 
Official Control Office of the State of Geneva. Excel- 
lent workmanship, superb quality and complete de- 
pendability distinguish the Niton Watches, now 








awaiting your order from— 


THE METRIC WA 





71768 CO., inc. 


New York City 



































580 Fifth Avenue, 


Luck | 


Bracelet 


CHARMS 


Gifts for the Young Miss 


Friendship & Anniversary 1 
Diamond Mounted 
R 





Catalog on Request 


Rost B, STEELE 


15 West 47th Street 
New York City 














ADVERTISING MAN- 


who through his many years 
of inside connections with 
the entire jewelry industry, 
manufacturers, wholesalers 
and retailers would like to 


connect with a high grade 


concern, that could profit by 
his long experience. 
Address 

BOX “W., 4501,” 


care Jewelers’ Circular. 

















Semi - precious stone 
costume jewelry; jade, 
cornelian, rose quartz, 


turquoise and _ crystal 
beads with enamel chain 
forms attractive neck- 
lace. Retails for $3.50 


A modern lamp with 
antique decoration made 
in Scaux, France, a vil- 
lage for many years fa- 
mous for its ceramic 
achievements. The lamp 
is a pottery reproduction 
of the 18th Century 
style and the shade is of 
parchment bound with 
leather thongs. Retails 
for $10. 


Highball 


with a polka dot motif. 
size retails for $14 per dozen and 
the cocktail for $9. They come in 
assorted colors—blue, green, red, 


and black. 













A Danish pewter fruit 
bowl, hand hammered, 
with a white finish. 
Three _ diameters: 6 
inches, 7¥% inches and 9 
inches. Retail prices are 


$8, $13.50 and $19. 





Curtain Raisers 


for the 


Christmas Gilt Trade 
















and cocktail glasses 


Highball 
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HAW KES 











The New “Swizzler” 
Is Going to Stir Things Up 


in a selling way. Popular for centuries in Latin 
America, it is very new in this country and destined 


for great success. 


The original Swizzle Stick was made of wood. We 
offer it in silver, in combination with a Hawkes Fine 
Crystal Jug. Beverages are mixed and iced effec- 
tively by rotating the Swizzler between the palms. 
This and other Hawkes products are available for 
immediate shipment on orders for holiday trade. 


T. G. HAWKES @ CO. 


CORNING, N. Y. 


Makers of Rock Crystal Glassware for Over Half a Century 


New York Offi Pacific Coast Office 
ew Yor ce 
1 
542 Fifth Avenue 40 Geary St. 
San Francisco 


SS 





























Old style china steps 
into the modern home 
and adds interest and 
beauty to every table 
setting. 









ell Old Style China for 


Colonial Homes 


Keep in touch 


with your community folk. If they are building a new 
Colonial house, or have moved into one, make a point 
of trying to sell them period furnishings. 

Reproductions of silver table ware, china and glass- 
ware are made in faithful facsimile. In some cases, par- 
ticularly china, the very molds used to fashion the old 
china dinner and tea services are still in existence and 
are used to produce the identical ware which adorned the 
rich old mahogany dining tables of our great-great-grand- 
parents, much of which furniture is in service today. 

There are many old residents who pride themselves on 
their family possessions, but as time goes on, their neces- 
sities are greater and their supply of tableware must needs 
be augmented. In increasing their services they natur- 
ally wish them to harmonize with what they have. 

The dinner service illustrated here is made from the 
original molds which date back to the earliest period of 











S } } My 


Al f 
lar 
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the Worcester porcelain in the Eighteenth Century. The 
decoration, too, executed in richly enameled flowers and 
foliage, is borrowed from the same period, and the whole 
constitutes a quaint old-time effect reminiscent of the past. 

Many of the old potteries—Wedgwood, Spode, Min- 
ton, Royal Doulton, Cauldon, Royal Crown Derby, 
Coalport, etc.—furnish these same period wares, as they 
have for over a century. 


uaint and delicately modeled 
china figures of old-time subjects are offered by English 
potters. They are designed and executed by artists of 
international renown such as Thomas Noke. The color- 


ing is superb and the graceful pose of the figures has an 
appealing charm. Such figures are still to be found among 
the treasures of old-time families, and are highly prized. 

A jeweler can sell this class of goods with more author- 
ity than any other merchant. 


Out of the past come 
“Quality Street,” 
“Miss Demure” 
and 
“Sweet Anne” 
to brighten up your home 













162 THE JEWELERS’ CIRCULAR November, 19% 


Fashion Decrees 
Blacre and White 
















costume ensembles reflect the latest Y 


ye Sp 
Yf po off 
We feature Costume Jewelry in Crys- Y yy Y 
tal and Onyx and Crystal and Jet Y YY 
effects. Lily 
Yj 

, HU py 

Our necklaces, bracelets, earrings and YW yf 
Yi 

Yi 


modes and offer creations that the well- 








dressed woman can’t resist. 


ad 


Amber, Topaz, Amethyst, Carnelian, 


Specialists in Crystal, Green Onyx, Chalcedony, 
Costume Jewelry Jet, Lapis, Rose Quartz, Turquoise, 
Made with ine 


Semi-Precious Stones 


LEWY & COMPANY 


329 FIFTH AVE. -- = : -- -- NEW YORK 

















The Pairpoint Corporation 
New Bedford, Mass. 
43-47 West 23rd St. - New York City 
Manufacturers of: 
CRYSTAL and COLORED 
GLASSWARE 
SILVER-PLATED 
HOLLOW WARE 
PEWTER 
PRIZE CUPS—TROPHIES 
Meyytten Gls oo Butler Pishh FINE ARTS—LAMPS 
“Yenkon Whales” Decoration 
nantes 




















Engrave family 
pride on their 
glassware. 





Colonial Spirit Goes Marching on 


in Period Glassware 


fad eriod glassware 
should be studied by jewelers. American manufacturers 
are producing glassware the equal in quality of any in 
the world and their reproductions of old-time Colonial 
crystal glassware are excellent. Not only in shape and 
design of decoration and purity of glass do they excel, 
but also in the execution of special designs. 

When a customer asks to have a signet ring made with 
his coat-of-arms, a crest or a monogram, or orders his 
silver to be engraved, explain to him how he can have 
it engraved on his stemware and even carry the motif on 
his china. Explain how he can have it engraved on 
glassware which will be a 
facsimile of the ware his an- 
cestors used in olden times. 
It will interest him and if 
the approach is made in such 
a way that it will appeal to 
his family pride, the chances 
are in the jeweler’s favor 
that he will land a sizable 
order. 

Every club may have its 
insignia on its glassware and 
there is not a jeweler who 
is not in touch with some 
club in his vicinity or knows 
some members of the house 
committee of his local clubs. 
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Here is an opening to give special service and at the 
same time make friends by suggesting exclusive glassware. 

The profits are good and the turnover quick. There 
is little or no trouble, as the manufacturers will help in 
furnishing special designs if need be and in many cases 
will gladly help a jeweler to close a sale. 

The writer has in mind a sale consummated for a 
jeweler by the salesman of a crystal glass firm, the result 
of the order running up to the astounding figure between 
$24,000 and $25,000. This, of course, is an unusual 
instance, but there are many who will be glad to conform 
to this idea on a lesser scale. 

Here is an opportunity to 
make friends and _ build 
profits for your business. 
Such a service will appeal to 
many who will also buy 
jewelry, silverware and other 
merchandise at your store. 

Create new sales by sug- 
gesting these new ideas. 


Quaint shapes and 
modern engraving form 
a partnership. 





The Conklin Endura 
Symetrik service un- 
conditionally and per- 
petually guaranteed. 
The sets handsomely 
boxed at $8.50, $10 
and $12.50. In four 
color combinations. 





Conklin 
Brings Christmas 


Profits 


The Conklin Christmas line fairly scintillates with new- 
ness, vogue, novelty—the big elements that will make 
sales volume in the holiday market this year. 


Conklin Christmas advertising, as at school opening, will 
reach into every part of the national market, presenting 
pens and pencils of such attractive modernity that pop- 
ular interest in writing equipment is renewed, stimulated 


and thrilled. 


Conklin pens and pencils are packaged in a manner 
that permits the dealer to make the most out of the 
sales opportunity. The unique beauty of these Conklin 
packages is a powerful sales-compelling factor appealing 
to the gift buyer. 


All price levels are equally served by the Conklin line, 
and yet a few Conklin numbers afford the widest range 
for selection. 


You, too, will have a Merry Christmas if you concentrate 
on Conklin. Or- 
der direct or 
through leading 
wholesalers in all 
markets. 
















The Conklin En- 
semble, the one 
nationally popular 
pen - and -pencil-in- 
one. Compact. 
Beautifully propor- 
tioned. Made in 
every detail with 
true Conklin care 
and quality. Indi- 
vidually packaged 
in a unique display 
presentation box. 
In four different 


The Conklin 


sombi ions 
Pen Company SM 
Toledo $8. 
Ohio 
Chicago 


San Francisco 





Pens-Pencils-Sets 
ie mR 
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HAND MADE 
ENAMELED STERLING SILVER 
BOUDOIR SETS 


In various delicate shades and smart distinctive 
designs—plain, painted, hand engraved and sets 
with semi-precious stones. 


New Opaque colors in combinations of rich 
black and cream, jade green, etc. 


KING’S ENAMEL AND SILVERWARE, INC. 
NEW YORK CITY 
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NEW YORK 

















RAINBOW CORDIALS 


These gracefully shaped glasses have the bowls in six 


assorted colors and stems and bases of crystal. 


Manufactured, imported and stocked by 


F. PAVEL & CO. 
15 WEST 37th ST., NEW YORK, N. Y. 


Send for our latest illustrated leaflets 
REPRESENTATIVE 
MARY RYAN ———— CHICAGO 


——— 

























Wallace Radio Programs on Columbia Network 
Wallace dealers everywhere 


welcomed the news that their popular radio programs of 
rhythmic entertainment were resumed on Sept. 20 over 
the Columbia network originating at WABC. This an- 
nouncement is particularly significant as this radio adver- 
tising campaign will be operating during the peak sales 
season, charming America into buying sterling, silver plate 
and pewter. 

The fall and winter 1930 series is presented each Sat- 
urday night at 8:45 Eastern Standard Time and 7:45 
Central Standard Time. 

The augmented Wallace Silversmiths’ Orchestra will 
be considerably larger than the one used in the spring 
broadcasts and will feature a well known basso who has 
proved tremendously popular on several outstanding pro- 
grams. 

The new chain to be employed covers a larger territory 
than that of last season. 





David Rosenblum Says Y 


“It is no longer possible for a man to quit work 
to open a store. 

“The storekeeper (literally keeper of stores) has 
given way to the merchandiser. 

“The clerk has given way to the salesman. 

“The established methods and precedents must 
give way to new methods. 

“It is not high pressure selling that is needed, 
nor so-called business psychology, but simply more 
intelligent planning and better directed effort. 
Good selling of the modern type takes into account 
that the customer today is better informed than 
ever before, about style and quality and ensemble 
and workmanship.” 








Mr. Rosenblum, who is vice-president of the Business Training | 
Corporation, was a speaker at the recent A.N.R.J.A. Convention. 7 


Pacific Coast Tennis Trophies 





TIRSCHENREUTH 


| 
| 





Radiating the modern trend | 


of the style of today is this group of trophies, which are 
to be carried off by the winners of the Pacific Coast 
Tennis Championships for 1930. The tournament takes 
place at Berkeley, Cal., beginning Sept. 27. 

Not a real trophy cup in the entire group, in the sense 
of what we have learned to consider for generations as 
an outstanding prize for a winner. Here there are 
waiters, vases, chop plates, sandwich trays, bread trays, 
vegetable dishes, bon bon, nut and olive dishes; not one 
of the group to be placed on‘a shelf to be admired merely 
as an ornament; every piece useful, practical, beautiful, an 
addition to the service of the dining room and an acces- 
sory in practicing the gentle art of hospitality. 

A perfect collection of modern trophies is this, accord- 
ing to P. C. Paulsen of the Sterling Gallery of the 
Western Division of the International Silver Co., who 
is largely responsible for the selections. 

A photograph of these trophies appears on page 145. 
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P i 


CHINA 


BAVARIA 
TIRSCHENREUTH 


Place Plates—Short Lines—A. D. Coffees 
| i, tl. lt, 
Open Stock Dinnerware 
ate, ll ll 
Stock complete and on hand for immediate shipment 


PAUL A. STRAUB & CO. 


105-107 Fifth Avenue 
At 18th Street, New York 





165 














THE JEWELERS’ 





CIRCULAR 


November, 1930 








Satisfied Customers 










are assured if you insist on the Pickard 
trade mark on gold china—for the 
Pickard Lion and Shield denotes the 
utmost in beauty and durability at 
the lowest price consistent with 
highest quality. 



















PICKARD 


Incorporated 


4853 
Ravenswood Ave. 


Chicago, Iil. 
































We wiil gladly forward our catalogue 


= EEE 


CETTE, ee — a En — 
= = = ——$— ————— = = 


August Dingeldein & Son 


ERIK MAGNUSSEN 


CREATIVE ARTIST 
551—5th Ave. . New York 





SEMI-PRECIOUS STONES 
PICTURE FRAMES SMOKERS’ ARTICLES 
LAMPS CLOCKS . GIFTS 


HAND MADE STERLING SILVER 
Created by 


ERIK MAGNUSSEN 
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CASED 
STEMS 


“Old Morgan- 
town” stems are 
the innovation in 
Stemware for 
1930. Black cen- 
ters encased in 
crystal give the re- 
fined touch to this 
smart and prevail- 
ing combination 
of colors. 

The Goblet 
shown carries the 
black cased stem 
with our popular 
“Fontinelle” etch- 











“Fontinelle” Goblet 


ing. 
Bd 
pg ay 
MORGANTOWN GLASS WORKS 
Morgantown - - : W. Va. 


Our representatives cover the country. 
























Very attractive Humidor made in vari- 
ous shades of Florentine Leather, 
Morocco or Crushed Calf, hand gold 
tooled—Porcelain Lining with mois- 
tener. Measures 1134,” x 73%” x 414”. 


Also 


Desk Sets, Waste Baskets, Letter Trays, Port- 
folios, Photo Albums, Book Ends, Jewel Boxes, 
Poker and Bridge Sets, Cigar and Cigarette 
Boxes, Photo Frames, Dictionaries, Photo 
Boxes and Telephone Book Covers. 


For Further Information 
Write Dept. J 


FLORENTINE CRAFT CO. 
54 W. 21st STREET NEW YORK 





































Five Costume Jewelry Selling Tips ‘ 


It permits the feminine buyer to have a 
piece matching each of her gowns. 

The enormous possibilities of original de- 
sign in costume jewelry makes the likelihood 
of duplication almost nil. 

Costume jewelry is bizarre, and it is 
fashionable to be bizarre. 

Costume jewelry appropriately chosen ac- 
centuates the personality and individuality of 
the wearer. 

Costume jewelry smacks of the old—the 
antique. Every woman cherishes the idea of 
possessing an ornament reminiscent of the 
glory of ages gone by. } 


Sir Thomas Lipton Presented with Replica of 
Famous Old Mill 


A unique and very beautiful example of the silver- 
smith’s art was presented to Sir Thomas Lipton by Mayor 
Sullivan of Newport, R. I., recently, on the deck of the 
“Erin.” It was a replica, faithful in every detail, of the 
famous Old Mill of Newport. 

The testimonial is entirely hand wrought and hand 
chased, weighing two hundred and fifty ounces and meas- 
uring 16 inches across the base, with a total height of 
fourteen inches, and bears the inscription: 














Presented to 
Sir Thomas F. Lipton, Bart. K.C.V.O. 
As a Token of Esteem 
And in Evidence of Appreciation 
For His High Qualities of 
Sportsmanship 
By the Citizens of 
Newport, Rhode Island 
1930 


The original Old Stone Mill stands in Toure Park, 
Newport, and was immortalized by Longfellow in his 
poem “The Skeleton in Armor.” 

It was indeed fitting that Sir Thomas Lipton should 
receive so symbolic a sign of affection for he, like the 
Old Mill, remains undaunted by the passing years. 

The Tuttle Silver Co., Boston, made the replica of the 
Old Mill. It is illustrated on page 145. 





Gorham Dealers’ Helps Chosen for ‘Leaders 


Exhibit” 


ae direct mail 
material produced by the Gorham Co., one of America’s 
leading silversmiths, was selected among the best 50 out 
of 228 campaigns submitted by contemporary manu- 
facturers to make up the Direct Mail Leaders Exhibit for 
1930 by the international organization of the D. M. A. A. 

These 50 campaigns, mounted on handsome portfolios 
13 in. x 20 in., are being shown at the advertising club 
and other meetings in the principal cities in the United 
States and Canada during the fall and winter. The first 
showing was at the Milwaukee Convention, Oct. 1, 2 
and 3. 

Retail jewelers attending these exhibits in their re- 
spective cities will find on display attractive educational 
material replete with valuable ideas for brochures, folders, 
booklets, etc. 


THE JEWELERS’ CIRCULAR 
for November, 1930 


UMM MMMM 














GLASSWARE 


3390 stemware. 


it as high quality giftware. 





iseys 
for your table 


New etchings, new designs of rich creative art- 
istry are among the contributions of Heisey 
craftsmen to the world of fine glassware. 
brilliant etching shown here is No. 448 on No. 
You can display this line with 
full confidence that your customers will appreciate 


The 


A. H. HEISEY & CO., Newark, Ohio 





NO SPLIT 


TheNew bifferent 
Wrist Watch Strap 


Made of beautifully 
tanned calfhide— 
genuine ostrich— 
alligator — lizard or 
snake skin. The end 
of this strap is made 
in one piece that ab- 
solutely cannot split 
or fray. The absence 
of all stitching makes 
the NO-SPLIT an 
exceedingly durable 
and beautiful strap. 7 
Now being used by 
Illinois, and other 
famous watches. 








PATENT 
PENDING 








] ae 


The NO-SPLIT is guaranteed to 
wear and retain its beautiful new 
appearance for ONE FULL YEAR. 
The end of every strap is abso- 
lutely guaranteed against split- 
ting. The NO-SPLIT must satisfy. 























PRICE 
This new idea, NO- 
SPLIT watch strap 
will retail at $1.50 to 
$2.00. A special in- 
troductory price of 
$7.00 per dozen is 
quoted to jewelers 
who act quickly and 
take advantage of 
this really wonderful 
strap by rushing 
their orders either 
direct to the manu- 
facturer, A. Sauer 
& Co., Glenn Bldg., 
5th and Race St.., 
Cincinnati, O., or to 
their local jobbers. 





A. SAUER E CO. CINCINNATI, OHIO. 
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ELGIN N-HAMILTON-WALTHAM. 
~ ILLINOIS-HOWARD 


-_ HADLEY-STURDY-CLAP-WADSWORTH 
WATCH ATTACHMENTS 













SI<297 NEW HAVEN-WESTINGHOUSE 4 
" SYNCHRONOUS ELECTRIC CLOCKS 


1015 CHESTNUT STREET 


PHILADELPHIA ~ ~ ~ PA. 


CLOCKS - 











TIMERS 





























goa Announcement 
CARL M. HUCK 


formerly of Despres, Bridges & Noel 


ANNOUNCES 


the opening of his office 














SPECIALIZING 


in Diamonds, Platinum and White Gold Mountings 


DISTRIBUTING 
the well known CYMA watches 


CARL M. HUCK = 


Suite 1522 
58 East Washington St. 





















Chicago, Il. 











Jewelers’ Business to Get Business 
Says Armand Jessop, ]. Jessop & Sons 


This is the time when men of foresight and courage 
will close a lease for the business location they have 
long coveted—or will even buy at a bargain price 
a permanent business home. ‘This is the time for house- 
cleaning, for installing more economical ways, and for 
pruning out the old dead wood, for preparing to grow. 

“There has been some complaining that the jewelry 
business is going to the dogs. This is a fallacy. Jewelry 
is worn by every tribe and nation on earth. Decora- 
tion was used before clothes were worn. It is one 
of the deepest instincts of man and woman, and, in 
fact, is shared by all nature—and always has been. 

“The jewelry business is not a trade in which to be- 
come a millionaire but it is an honorable business, an 
artistic trade, a refining influence, an occupation in 
which are more pleasant associations than perhaps any 
other, and a trade as Benjamin Franklin stated, ‘Keep 
thy shop and thy shop will keep thee.’ 

“There will always be some jewelry business, and 
it is the jewelers’ business to get it.” 


soot eth 
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Look Forward, Not Backward 
Says Albert M. Kohn, Henry Kohn & Sons, Hartford 


“It is most gratifying to me to be able to state that 
although our business fell off materially during the 
first four months of our fiscal year, our sales during 
June were equal to those of 1929 and thus far are con- 
tinually showing improvement. 

“I believe that business conditions are improving 
and will continue to do so, if we all look forward, not 
backward. Our advertising, I think, should stress such 
optimism. 

“I believe we should advertise more extensively than 
ever before, emphasize the greater purchasing power 
of the dollar and the fact that this is a period when 
we are offering greater values for less money than 
for many years past.” 


TO: on woh 
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Colorful and unusual — Florentine 

mesh bags, designed exclusively by 

M.M.R. and made by Whiting & Davis. 

This innovation in mesh bags is exe- 

cuted in shades of beige, brown, blue, 

green, black, or the popular black and A ee ee eo * Ey 
white effects. They nan be seen to TO RETAIL AT 12%... 44%. 
be appreciated. 


Yor Daan = Ril 


320-322 W. Adams St. CHICAGO 














$83,000 Paid to U. S. for Failure to Declare 
Imported Jewelry Discriminating 


A check for $83,000 was recently received by Collector Women 
of the Port Philip Elting from Irving T. Bush, head of 
the Bush Terminal, Brooklyn. This amount represented Prefer 
the full domestic value of jewelry Mr. Bush failed to 
declare to customs officials upon his arrival in this country 
two weeks ago, plus an additional 100 per cent in fines 






and penalties. 

Just what arrangement was arrived at between Mr. 
Bush and the Customs authorities was not disclosed, but 
it was said that the industrialist paid the fine without 
protest, and did not argue the usual assessment of 100 per 
cent over the domestic value of his goods. 








WATCHES with 
individuality and 
smartness in their beauty 
of design. They are searching 
for and are always captivated by the 

enthusiastic loveliness of the Platinum, 
Diamond Baguette Watches. 





Death of William H. Manchester 


PROVIDENCE, R. I., Oct. 11.—William H. Manchester, 
retired but previously for more than 30 years prominently 


identified with the silver industry in this city died Oct. | May we chow cur complete Mus together with come 
at the Rhode Island Hospital after a week’s illness. He startlingly beautiful 
was in his 68th year. 

Mr. Manchester was born here Oct. 28, 1862, and BRACELETS, BROOCHES and RINGS 
after attending the public school entered the banking Quotations promptly given. 
business but after 15 years he left to enter the sterling REINER & BERKOW. INC. 
silver business. He and the late Edwin A. Smith of 4A West 48th St 9 New York 
this city formed the Manchester Mfg. Co. at 100 Stew- Telephone: Bryant 9259 
art St. and conducted the business for upward of 30 jee lial Chicago Office pe a 








years. ‘Together they marketed the first light weight 
sterling silver for table service. Later they formed the 
Manchester-Smith Co., also manufacturing silverware 
and maintained the concern in business for a number of 
years. 

Following the dissolution of the latter concern, Mr. 
Manchester formed the Manchester Silver Co. on Pavilion 
Ave. and continued as the active head of that organiza- 
tion until he retired from active service some seven years 
ago. 

Besides his connection with the silver industry he con- 
ducted a retail jewelry and gift store at Broad and 
Friendship Sts. for several years and was also interested 
in the soft drink business, which he went into when pro- 
hibition went into effect. 
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Lo fit the wrist 









Isadore L. Pritzker This model is a feature watch... 


Cuicaco, Oct. 4.—The passing of Isadore L. Pritzker, a curved Elgin that fits the wrist 
came as a tremendous shock to his many friends in the snugly. The strap is ingeniously 
jewelry industry. Mr. Pritzker, died at the Grant fitted inside the case, which pro- 
hospital on Sept. 27, after being ill for about a month. duces a beautiful effect on the wrist 
High blood pressure was the direct cause of his passing. ...and in your window. 

Mr. Pritzker, who at the time of his demise was sec- 
retary and treasurer of Trachtenberg & Pritzker, Inc., Consumer Price, $29.75 
39 S. State-St., manufacturing jewelers, was in his early Retailer Price, $34.20 






40’s. He was born in Russia. He came to the United 
States in 1904. In 1911 he and Mr. Trachtenberg, A 
entered into business under the name of Trachtenberg & % 
Pritzker. 

Deceased is survived by his widow and four children. 
Funeral services were held on Sept. 29. 


M. LEVITZ & CO. 


LEVITZ BLDG. ALBANY, N. Y. 
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While You're Sitting, He’s Selling! | 


The direct salesman knows school jewelry business means big profit. 
He goes out after it—and gets it. 























L— Question: Is it worthwhile? 
N 








a 
Cc a (Co c Cpst Well, his house pays his salary and expenses, 
HOOL ano COLLEGE "A and sends him hundreds of miles to your 


M 
oP 
F : = = te town to get this business. It is business that 
T NS rightfully belongs to you. It offers you profit 
ais ETC. without investment. 


Dorst Co-operation § New FREE Sales Plan Tells How 


Includes: 











Complete Sales Plan for 
securing school emblem 
business. 


The Dorst Company wants you to get this profitable school jewelry business 

which has made the direct selling houses prosperous. Write for new Sales 

Plan which shows you how to increase your present business; how to make 

Samples sent on memo the school business build future business for you; how Dorst is eager to 
receipt. cooperate with you for success. 





Special designs submitted 
on request. 


wast Gears. The Dorst Co., 2100 Reading Road, Cincinnati, Ohio 


Manufacturers of School and College Rings, Pins, Emblems, Medals, Fraternity Insignia, etc. 


Ready for business? Write us Today! 




















Buy Additional Fire Insurance 
During the Fall Season 


You increase your stock of merchandise 


Therefore you should increase your protection. 


We write fire policies for one, two or three months as well as for 
one year or longer. 


Over 30% profit on all fire policies taken in this company has been 
paid to our policyholders since 1914. 


Over Sixteen Millions of Dollars of insurance in force 


The National Jewelers Mutual Fire Insurance Company 


276 Third St. All inquiries regarding insurance State Bank Building 
MILWAUKEE, WIS. should be sent to Neenah, Wis. NEENAH, WIS. 
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Death of Joseph Taylor Hartley 


Cuicaco, Oct. 7.—Joseph Taylor Hartley, former 
jewelry buyer for the Norris, Alister-Ball-Bridges Co., 
passed away suddenly at his home on Saturday, Sept 27, 
after being ill for several years. 

Mr. Hartley had been associated with the jewelry 
trade for more than 35 years. He was always active 
until two years ago when he left on account of ill health. 
About four years ago Mr. Hartley suffered a very severe 
automobile accident and he never fully recovered from 
the effects of that accident. 

Funeral services were held on Sept. 29 from Berwyn 


Masonic Temple at Oak Ridge. 





Walter B. Scott 


PHILADELPHIA, Pa., Sept. 28.—Walter B. Scott, 
prominent jeweler of this city, died at his home, Church 
Road and City Line, Overbrook, recently after a linger- 
ing illness. He was 51 years old. Funeral services were 
held from the late residence, with burial in West Laurel 
Hil! Cemetery. 

Mr. Scott had conducted his jewelry business in the 
Real Estate Trust building for the past 15 years. 

He is survived by his widow and three children. 





Morris Kingsbacher. 


PirTsBURGH, Pa., Oct. 3.—Morris Kingsbacher, who 
was one of the founders of the firm of Kingsbacher Bros., 
died Sept. 20 at his home, Squirrel Hill. Despite his 82 
years, Mr. Kingsbacher was active in the firm up until 
a few weeks prior to his death. 

He was born in Thalheim, Germany, in 1847, came 
to this country at the age of 18, and had lived in Pitts- 
burgh since 1877, when the firm of which he was a mem- 
ber was established. 

He leaves his widow, a brother, three sisters, a son and 
three daughters. 





William H. Lowe 


SAN Francisco, Oct. 4.—William H. Lowe, traveling 
representative, died recently of heart failure at the Sir 
Francis Drake Hotel here. He was 58 years old. 

Mr. Lowe was in charge of the Chicago office of the 
Bliss Bros. Co., of Attleboro, at the time of his death, 
covering the middle and far West and the Pacific Coast. 
Prior to that he was connected with the A. A. Greene 
Co. 

Remains of the deceased were forwarded to his former 
home in Providence for funeral services and burial. 

He leaves a father, mother, brother and sister. 


Frank |. Locklin 


Frank I. Locklin, retired traveling representative, died 
Sept. 20 after:a lingering illness at his home in Baldwin, 
Long Island; N. Y. He was 62 years old. Funeral was 
held from the home, with burial in Greenwood Cemetery, 
Brooklyn, N. Y. He had been associated with a number 
of concerns. 

Deceased is survived by his widow, one brother, John 
L. Locklin, of the firm of R. H. Locklin & Sons, 36 Gold 
St., New York,-and one sister, Mrs. Charles J. Skiller, 
Cranford, N. J. 
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THE 
en SEASON 
if HERE 


We specialize in the manu- 
facture of fine MASONIC 
JEWELS and EMBLEMS 
for every FRATERNAL 
SOCIETY 


ALL SPORTS EMBLEMS 
IN SEASON 


in stock 





4 Order from us and _ “receive 
nn ll HIGH CLASS MERCHANDISE 
PAST wi AND PROMPT SERVICE 


ORDER OF 

vV. EASTERN 

yy STAR, CROWN & 

AND SCEPTRE 
PINS 





WENDELL & COMBARY 


Two Up-to-date Factories 


CHICAGO NEW YORK 
618 W. Jackson Blvd. 36 West 25th Street 


We carry all of the above ' 




















SWISS WATCHES 


are the world’s leaders for quality, reliability, 
and mechanical precision. 

Our assortments include many styles and de- 
signs priced to meet popular demand, and, at 
the same time, allow a generous dealer mark-up. 


Twenty-five years of earnest cooperation with 
the trade enables us to furnish you with excel- 
lent merchandise and efficient service. 


I. TANNENBAUM CO. 


Formerly of 121 Canal St. 
42 W. 48th St. New York 
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Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and_ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 





HENRY RUFEISEN-IN¢ 


MANUFACTURERS OF 


DINGS OFAAQUALITY 


Factory and Main Office—126-128 South Street 
Chicago Office, 31 N. State St. 


Send for Samples 


WASHABLE 
INKLESS 
TOOLLESS 


ALL COLORS 


ARCH CROWN MFG. CO. 


81 Warren St. Newark, N. J. 


Originators and Patentees 








SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


NEWARK IMPORTER & JOBBER 


Complete Line of 


DIAMONDS, WATCHES, JEWELRY and MOUNTINGS 
GOODS ON MEMORANDUM 


ALEX A. HASTREITER 


207 Market Street Newark, N. J. 
Phone Mulberry 4-2495 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry St. 


M. ALEXANDER 
, Manufacturer of 
GOLD RINGS 


Tel. Mitchell 1453 50 Columbia St. 





Necklace Clasps and Novelty Jewelry 


Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 


126 South St. Newark, N. J. 





GB. W., INC. 


10, 14 and 18K Rings—Jobbers Only 
Tel. Market 8320 


391 Mulberry Street 
New York Office, 93 Nassau St. 
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RINGS 
And Pendants to Match 


Chrough wholesalers only 
L 401-7 MULBERRY STREET 
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4d 
This electric clock 


is always accurate because it is controlled by Western 
Union service” was a choice piece of misinformation 
passed out to a prospective buyer of an electric clock in a 
leading department store. Strangely enough, this poten- 
tial customer realized that the clerk was getting his “wires 
crossed” —that Western Union had nothing to do with 
her lighting service—and so turned her steps to a store 
where she could secure accurate advice on the most suit- 
able type of clock for her particular requirements. 

Here is another—believe it or not!—an advertisement 
of a well known jeweler anent electric clocks: “They 
can’t run fast, can’t run slow, can’t stop.” 

Although these incidents—actual happenings and not 
at all unusual, by the way—might not occur in the aver- 
age jewelry store, there is much to be learned about elec- 
tric clocks even in stores that pride themselves as thor- 
oughly informed on everything the market affords in 
jewelry store merchandise. 

To sell an electric clock that is not perfectly adaptable 
to a customer’s needs is to play fast and loose with the 
most valuable of all jewelry store assets—consumer con- 
fidence. Not only is it necessary for the jeweler to know 
the advantages and limitations of the clocks he carries, 
but he should also be thoroughly acquainted with other 
types and where and how they are usable—he should 
know the character of the electric service within the 
confines of his selling area. 

Actually, there are four general types of electric clocks 
now on the American market; namely, the synchronous 
motor, the electrically wound, the battery clock and the 
secondary system. Each has its advantages and all pos- 
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g the Spark 
in Modern Timing 


sess characteristics which make their adaptability ques- 
tionable under certain conditions. The jeweler who 
knows these points, pro and con, and who can control 
his personal fancies and find out what conditions, current, 
etc., the clock he supplies will encounter, is certain to 
maintain his standing as an authority on timekeeping 
devices—just as he has for the past hundred years or 
more. 


The Synchronous Motor Clock. 


To synchronize means to “keep in step,” and the syn- 
chronous clock is intended to keep in step with the pulsa- 
tions of alternating current. If these pulsations or cycles 
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Synchronous motor clock movement 
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BELOW: One of the advertisements appearing regu- 
larly in magazines read by your most profitable 
patrons 


for Bigger 


Gift Sales 
and Better 


PROFITS 


BEADING jewelers, noting the nation- 
wide demand for electric timekeep- 
ing, looked to Chelsea for a genuinely 
fine line of bronze-cased electric 
clocks, with that perfection of crafts- 
manship which has earned for Chelsea 
spring-wound clocks the title— 
“Timekeepers of the Sea.” Here it 
is! This new line of Chelsea Electric 
Clocks, powered by Telechron, has 
all the exquisiteness of Chelsea 
bronze-case design—all the perfec- 
tion of workmanship you associate 
with Chelsea Clocks! Their util- 
ity, convenience and exceptional 
beauty appeal at sight to your 
most profitable patrons—those 
who always have money to 
spend for gifts of distinction. 






\pHE ULTIMATE “ se 
CHELSEA Ct AAA 
NATIONALLY ADVERTISED 
to those who judge by quality standards. Advertisements in The gift season is at hand, 


TOWN & COUNTRY, COUNTRY LIFE, SPORTSMAN, th i ae t 
HOUSE & GARDEN and THE NEW YORKER will bring the wit ts opportunities 0 
CHELSEA message to your preferred clientele—and lead the profit quickly and liberally 
way to more profits for you. Take advantage of it! on this supremely fine line 

of all-electric clocks. Mail 


the coupon now for details 


CHELSEA CLOCK CO., BOSTON r 
| Send details about CHELSEA CLOCKS, TELECHRON | MAIL COUPON of our sales proposition! 


MOTORED. — 
Sits adi ccuranehisatencunsbaweetincese ! CHELSEA CLOCK COMPANY 


| 
SE ow Me | BOSTON 
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are sent out from the power companies’ generators at a 
fixed rate of cycles per second and maintained at that 
rate, the current is known as controlled frequency and 
can be converted into accurate timekeeping through the 
means of a synchronous motor clock. Most controlled 
frequency alternating current is on a 60 cycle basis and 
synchronous motor clocks are made to run at that rate 
unless especially ordered for other cycle rates. Controlled 
frequency, however, is not the only test of the adapta- 
bility of current supply to timekeeping; since the syn- 





Pendulum Electric Clock Movement 


chronous motor clock stops when the current supply is 
interrupted, consideration should be given to the number 
of such interruptions in the area in which a clock is to see 
service. Briefly,.the synchronous motor type clock can be 
sold for use on alternating current where cycle frequency 
is controlled and where interruptions are infrequent. The 
gear ratio of the clock must, of course, be adaptable to the 
current available, i.e., 40, 50, or 60 cycle. 


Electrically Wound. 
There are two types of electrically wound clocks now dis- 
tributed nationally—one, the lever movement, and the 
other, the pendulum. The former is fitted with direct or 
alternating current motor and the latter for alternating 
current. Complete clock movements are used in the elec- 
trically wound clock with a small motor to wind the 
mainspring. ‘The spring has sufficient power to run the 
clock from 10 to 24 hours without current supply. The 
advantages of the pendulum type over the lever and vice 
versa is very much the same as in 8-day clocks of these 
types. The electrically wound clock, for use on alternat- 
ing current, does not require controlled cycle frequency. 
The variation of cycle frequency within which this type 
of clock will operate differs with the make of clock. 


Battery and Magnet Clocks. 


The battery clock may also be had with lever or pendulum 
clock movements. Power is derived from a small flash 
light battery in the clock, or in the case of a magnet clock, 
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from a direct or alternating current lighting circuit con- 
nected to the magnet. 


Srcending Systems. 
Usually installed and maintained by the manufacturer or 
his agent, the secondary clock system is not stocked or 
generally sold by the jeweler. It consists of a master 
clock with electric contacts to any number of secondary 
clocks connected by wire to the master clock. At inter- 
vals of one minute or less, the master clock makes a con- 
tact sending an electrical impulse to the secondary clocks 
which jump ahead in conformity with the time indicated 
by the master clock. 





Conditions of Diamond Industry in South Africa 


WaAsHINGTON, D. C., Oct. 6—Unofficial reports re- 
ceived from the Union of South Africa state that there 
is a definite steadying of the diamond market there. 
There has been an improvement in diamond buying at the 
various centers, the report states. The market, however, 
is still slow. 

It is stated that the diamond cutting industry reflects 
a more or less stationary condition. The May statistics 
are given as follows: Cutting establishments in operation, 
24; licensed cutters, 32; registered employes, 287 ; appren- 
tices, 315; other white employes, 34; native employes, 35; 
weight, 4,488.06 carats; value, $608,445. The production 
of rough and uncut alluvial diamonds in the Transvaal 
was not available at the time the report was written. 





Credit Returns and Allowances Show Increases 


WasHINGTON, D. C., Oct. 5.—An increase in returns 
and allowances for the first six months of this year over 
the corresponding period of last year is indicated by re- 
ports to the Bureau of Foreign and Domestic Commerce 
in its semi-annual retail credit survey. Returns and allow- 
ances on gross cash sales of all stores reporting increased 
from 3.7 per cent in January to June, 1929, to 3.9 per 
cent in the first six months of this year; on open credit 
sales from 11.4 to 11.7 per cent; and on gross installment 
sales from 13.7 to 14.6 per cent. 

On installment sales, jewelry stores in January to July 
inclusive this year, led with 19.1 per cent of returns and 
allowances. 





Increase in Employment Among Jewelry 
Manufacturers During August 
WasHINcTON, D. C., Oct. 6—There was a slight in- 


crease in employment but a decrease in payrolls in the 
jewelry manufacturing industry during August compared 
with July, according to the Bureau of Labor Statistics, 
Department of Labor. 

One hundred and sixteen manufacturing jewelers re- 
ported their July employment at 12,401, increasing in 
August to 12,460, an increase of 0.5 per cent. The 
weekly payrolls in these same plants decreased from 
$303,150 in July, to $275,578 in August, a decrease of 
9.1 per cent. 
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Westclox 
8-Day 
Automatic Alarm 


Seweled 
Compensated for Jempera ture 


IGHLY perfected automatic 
alarm... guaranteed for two 
years, runs 8 days with one winding; 
alarm shuts off with mere touch of 
convenient button, and without 
further attention, rings automatically 
at exactly the same time the next 
morning. Simple shift of a lever puts it 
on “silent” when alarm is not needed. 
Sturdily built movement... 
jeweled, compensated for variation 


WESTERN CLOCK COMPANY, 


No. 262. Unique, modernistic 
design .. . slightly different than 
No. 261. 5% inches high, 514 
inches Wide. 


No. 261. Roman arch design 
... decorative keystone and 
panels ... 51% inches high, 514 
inches wide, 


in temperature, exceptionally good 
timekeeper and a sure alarm... 
attractive walnut colored bakelite 
case, felt cushioned underneath... 
the gong, the back, keys and sets are 
finished to match case... jet black 
numerals and hands that harmonize 
beautifully with rich silvered dial. 

Sells to consumer at $10.00... 
and allows jeweler a liberal profit. 
Write or call your jobber today. 


LA SALLE, ILLINOIS, U.S.A. 

































A mirror with real selling 

appeal. A nickel shoulder 

is attached, upon which a 
necklace may be hung. 





Two attractive fixtures for 

displaying necklaces and 

bracelets on the costume 
jewelry counter. 











Right — A_half-ball mirror 

which can be placed at any 

angle. It rests upon a wal- 

nut base and has a polished 
nickel finish. 
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Sales Compelling Fixtures a 
Profitable Investment 


4d 
Why should the jeweler 


keep abreast of the times in his selection of fixtures?” 


This question might be answered with another: “Can 
the jeweler afford to display the latest designs in jewelry 
on old-fashioned display backgrounds ?” 

We may say that the dignity of the jeweler must be 
preserved ; that unless a formal atmosphere is maintained, 
an intangible though very real loss in prestige will be the 
result. But stop a moment. Just to what extent is this 
so, and of what is this “dignity”? made up ?—Primarily, of 
the acceptance and confidence he has built up through 
years of ethical trading in his neighborhood or community. 
Will this be detracted from if he shows the same ingenuity 
and imagination in the display of his wares as his next- 
door neighbor, or that traditional ogre, the department 
store? 

It may be asked in all fairness, “Is it good business to 
display a brand new line of costume jewelry on counter 
fixtures that have long since seen better days?” A shoddy 
fixture will automatically depreciate the appeal of the 
jewelry and distract the attention of the prospective put 
chaser. Every alert merchant knows that a great part 
of salesmanship lies in the proper display of merchandise. 
Modern merchandising methods allow the jeweler to 
show his wares in various sales-compelling attitudes. The 
old ornate over-decorated backgrounds and fixtures of past 
eras have given way to the charming simplicity of present- 
day design. Architecture, the basis of all decoration, has 
decreed that straight lines and simple curves, all subor- 
dinated to the whole structure, shall express the build- 
ing styles of the present and future. And all of the allied 

(Turn to page 191) 
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= |VERY material dealer stocking V. T. F. 


Watch Glasses is a service station for 
you. There are more material dealers 
in the U. S. and Canada stocking V. T. F. 


glasses than all other makes combined, and 
their number is constantly growing. 


You can get the best watch glass in the world 


the least effort and you will always find 


that effort worth while if it means V. T. F. 


HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U. S. A. 





















Written Expressly 
For 

The Jewelers’ Circular 
By 

LESTER B. PRATT 

















I. it necessary that 
the watchmaker should be able to make any new part 
for a watch? 

Answer.—We have received numerous inquiries 
similar to the above and we believe that a first class 
watchmaker should be equipped with the necessary tools 
and knowledge to be able to make any part of a watch 
when required. 

At the present time, material, especially for American 
watches is produced by the factories for all of the 
various models that are made. Such material is prac- 
tically perfect and interchangeable and when such material 
is obtainable, it is simply a waste of time to attempt to 
make a particular part, especially in this day and age 
when speed is the keynote. 

However, there are watches which require new parts, 
such as old American models and imported movements 
and it is often difficult to obtain such parts especially if 
they are required on short notice. When such watches 
are brought in for repairs, the watchmaker usually finds 
it necessary to make the required parts. As the young 
workman has not had the benefit of much experience 
on such jobs he is usually “up against it” when required 
to make a special part of any kind and expect it to func- 
tion properly. 

There are several conditions essential to correct repro- 
duction of new parts. Some of these conditions are: suit- 
able material of which to make the required new part, 
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correct methods of working the material and suitable 
methods for use in hardening, tempering and finishing the 
part to correspond with the movement. 

There is a right and wrong method of performing 
all mechanical operations, and a thorough understand- 
ing of the underlying fundamentals of each and every 
operation, however trivial, is necessary if we wish to 
crown our efforts with success. 


W at kind of steel 


is most suitable for use in the construction of springs, 
clicks, cams, etc., such as are used in watch movements ? 

Answer.—We have observed watchmakers who 
attempted to make such parts from discarded flat files 
in similar pieces or from some of the so-called sheet tool 
steel that is on the market. Needless to say, they were 
not very successful. The most suitable steel that we have 
ever been able to obtain is made by Munkfors Bruk in 
Sweden and it may be obtained from the American agents. 
This steel is especially suitable for watch parts; in fact 
it is made up in large quantities for this particular pur- 
pose and the carbon content is correct for steel of this 
type. It comes well annealed, free from scale and rolled 
to accurate gage and may be obtained in any thickness 
from 0.001 in. to 0.1875 in. and in widths from two 
inches to five and a half inches and of any desired 
length. 
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An Urgent Message 
To All Who Have Not Yet Joined 
The Horological Instituté of America:— 


For nine years the H. I. of A. has been working to advance the welfare 
of those engaged in the watch and clock trades. 

It has been financed by Manufacturers, Wholesale and Retail Jewelers, 
and others. This year, the Trade Journals have contributed several thou- 
sand dollars worth of advertising space to tell you what the Institute is 
doing. If you have not been following this up, write the secretary for the 
booklet which will tell the whole story. 

The other aim of the Institute’s advertising campaign is to ask you who 
have not yet become members, to join it. No doubt many of you do now feel 
that you would like to join, but are delaying action—just procrastinating. 

To avoid the expense of a personal canvass, so that that money may be de- 
voted instead to serving your interests more directly, we are making this ap- 
peal to you to fill out and send in now the application blank attached below. 


This appeal is from a non-profiting organization seeking to serve you. It 
does not solicit like a merchant selling goods for profit; toward him you 
have no obligation. But the Institute is different; it has already done nine 
years’ work in which you have shared benefits with others who have so far 
paid the bills. On that basis, it asks you to join now and help support it 
for its continuing efforts. Its work is no longer an experiment which would 
justify one in “waiting to see.” What is needed for a full realization of its 
good aims is the maximum membership. Toward that you can do your 
full duty by joining the Institute now. 


Mr. Paul Moore, Secretary Per 


Care of National Research Council Annum 
21st and B Sts., N. W. Active membership ..$ 5.00 
2 aa Sustaining membership 10.00 
Washington, D. C. Life membership .............. 100.00 


Patron 


Dear Sir: Please send application blank for Membership in Horological Institute of America to: 


Address 


Mr. Ralph E. Gould 
Care of Bureau of Standards 
Washington, D. C. 


Dear Sir: Please send information pamphlet about taking examination to become a Certified Watchmaker to: 
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Really, it is a pleasure to work with such materiai, as it 
is almost as soft as sterling silver, hardens well and 
takes an excellent temper. Best of all, a few dollars 
will buy an assortment that will last the watchmaker 
for quite a long time. When ordering the above steel, 
it is best to specify on your order; cold rolled watch 
part steel. 


Plow shall we proceed 
to make new springs from the above stock? 
Answer.—We will assume that we have at hand 
a chronograph which requires a register, fly-back hammer 
spring, which is usually a long, slender spring fitted to 
the plate with steady pins and screw. Our first opera- 
tion will be to remove the spring from the watch plate 
and drive out the steady pins. “Then we may select a 
drill to fit the steady pin holes, also a drill for the body 
of the screw and a counterbore for the head of the screw. 
The drills and the counter bore may be selected quite 
accurately by measuring the steady pins and the body and 
head of the screw with the micrometer caliper. 

Our next operation will be to select a piece of steel 
about 0.002 in. thicker than the body of the spring. Then 
the old spring should be soft soldered top-side down to 
the piece of steel. If the broken part of the spring 
is at hand it should be soldered in the correct position, but 
as such parts are usually lost, it will be necessary to “lay 
out” or design the lost part as closely as possible. 

Our next operation will be to drill the holes for the 
steady pins and the body of the screw. In this opera- 
tion, it is best to use the tailstock with a flat face taper of 
ample size, in order to drill the holes upright through the 
spring stock. ‘The principal reason for soft soldering the 
old spring to the stock is for the purpose of accurately 
locating the steady pin holes and the screw hole, as the 
old spring acts as a guide for drilling the holes in the 
proper location; in fact, it is really a “jig” and is a sys- 
tem that is much used in all kinds of fine tool-making. 

Assuming that the holes have been drilled properly, 
then we may select a very fine saw; 6/0 is quite suitable, 
and then proceed to saw closely around the edge of the 
broken spring and also follow out the part that we “laid 
out.” We should have a suitable table to lay the work 
on while sawing. A great convenience in such work 
is a brass plate fitted to the bench in the same manner 
as a filing block. It may be made of sheet brass about 
one-sixteenth of an inch in thickness, about one inch 
wide and two inches long and having a narrow V slot 
cut in it lengthwise. This table should be firmly attached 
to the work bench. After sawing the outline of the spring 
as closely as possible, it should be finished as near to size 
as possible with a fine file. If the workman is able to 
saw to the line accurately, the filing may be dispensed 
with. Then the old spring may be separated from the 
stock and all of the soft solder removed. 

The steady pin holes and the screw hole should be 
slightly countersunk, and the under side of the spring 
should be lapped smooth. Then we may counterbore the 
seat for the head of the screw. Be very particular to bore 
it to the proper depth, in order that the screw head may 
be flush with the top surface of the spring. Our next 
operation will be to fit new steady pins, and this should 
be carefully done before hardening the spring, otherwise 
the steady pins may be noticed in the finishing spring. If 
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we wish to produce a really keen piece of work, it will 
be best to fit steady pins of the same material as we are 
using for making the spring, as two. different grades of 
steel will not take exactly the same grade of finish, even 
though the same methods of hardening, tempering and 
finishing are followed in each case. . Some of our friends 
may say that this idea of using the same grade of steel 
for spring and steady pins is “splitting hairs.” Quite 
true; but if we wish to attain the highest proficiency in 
fine watch repairing, we must do considerable hair- 
splitting. If the steady pins are carefully fitted and driven 
firmly in position, no mark should be visible in the finished 
spring. me ghee 

When the steady pins have been fitted, we may try the 
spring on the watch plate and observe if it fits properly 
in place. Any slight bending or manipulation should be 
done previous to hardening and tempering which will 
be considered in our next. 


> 
s 





Gruen Televisions the Time 


> 


‘Patni took another step 
along the road to commercial development in Chicago this 
month when W9XAO, Chicago’s pioneer television broad- 
casting station, cooperating in experiments with the Gruen 
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Televisioning time from Chicago 


Watch Makers Guild of Cincinnati, made the first suc- 
cessful optical broadcast of time direct from a pocket 
watch. Clear reception on the broadcast was reported as 
far as 50 miles away, where those “looking in” were able 
to see the details of the watches as well as to tell the time. 
Jewelers seeing the program declared it marked a new era 
in the radio time signals.now employed by the majority of 
watch manufacturers throughout the country. 

The broadcast was without sound synchronization since 
experimenters were anxious to obtain data on the purely 
optical broadcast. "The method employed was to have a 
cartoonist draw the announcement: “Correct time tele- 
vised from a Gruen Carre.” The watch then was held 
before the close-up “microvisor.” Following this, an 
announcement calling attention to the details of the watch 
was written by the cartoonist and the broadcast closed 
with the televising of the Gruen Guild emblem. 
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“GUARANTEED” 


PLATINUM 
AND 


IRIDIUM 
PLATINUM 


AT COMPETITIVE 
PRICES 


IN ALL HARDNESSES 
FOR JEWELERS 
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Immediate Shipment 
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MAY WE SOLICIT 
YOUR INQUIRIES? 
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JOHNSON MATTHEY & C@O., Ine. 


15 West 47th Street Telephone Bryant 4645 New York 




















THE MOST 
FOR YOUR 
BENCH 
MONEY 


One, Two, Three and that means 
aaa sis Man enthusiastic satisfac- 
Sizes aa tion. 


BENCHES THAT MERIT 
YOUR NOTICE 


‘a JEWELERS 
WORK BENCHES 


i KIMAN BROS Ine 151 CHRISTIE ST., NEWARK, N. J. 
7 °* New York Corp. 23 Walker St. 
MAKERS OF GOOD MACHINERY FOR 40 YEARS 


Jewelers’ Supply Dealers in All Principal Cities. Foreign Export Business Solicited. 





















































WORKSOP WOES € CUIERIES 





er Ovting Pallet Stones— 


Should the pallet stones in small wrist watches be oiled ? 
If the first three or four coils, starting from the arbor 
of a mainspring in the 12 or 16 size of 17 to 21 jewel 
movements are bad or very close together, should the 
mainspring be discarded? How much will the isochronal 
adjustment be affected? How can I obtain or make soft 
solder for a double sunk dial or dials that come in three 
pieces? D. N. E. 

Answer.—Most assuredly the pallet stones of very 
small watches should be oiled. All pallet stones should be 
oiled and it is absurd to suggest that very small pallet 





stones do not require oil. However, in oiling pallet stones 
in any size watch, we must be careful to apply the proper 
amount of oil, as too much oil is just as detrimental as 
none at all. Usually the amount of oil that will be retained 
on the face of the pallet stone is sufficient, but it should 
not be enough to allow the oil to be drawn away trom 
the acting surface. Capillary attraction will hold the 
proper amount where it is required. 

If the inner coils of the mainspring are close together 
the mainspring should be replaced with a new one of the 
proper strength. In making adjustments for isochronism, 
the mainspring as well as the entire movement must be 
in first class condition, before we can proceed with iso- 
chronal or position adjustments. 

Soft solder for dial work must be of a very low melt- 
ing point. A good formula for such solder may be made 
as follows: lead 1 part, tin 1 part, bismuth 1 part. 


??? Piatinum Plating Solution— 
I have trouble with a platinum plating solution and 
perhaps you can help me. I have made several experi- 
ments and do not get the required results. My first try 
was very successful and thereafter unsuccessful. In my 
first try I dissolved 5 dwt. of platinum and precipitated 
the platinum chloride with aqua ammonia, poured off sev- 
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eral waters to clear off acid, added ammonium phosphate 
and phosphate of soda and it turned out to be, I am sure, 
the best bright solution that can be made. I then thought 
that I had mastered a bright solution for plating platinum. 
On my second attempt my platinum chloride redissolved 
in the pouring off process, which puzzled me. On my 
third attempt I followed your instructions which tell me 
to add water and above chemicals after the platinum is 
evaporated to a syrup. ‘This, I found, required buffing 
after the article is dipped and that won’t do for quantity 
work. I must have it come out bright like an English 
finish. M. B. 

Answer.—We believe that you have been using a solu- 
tion containing too much platinum which is probably the 
reason that you do not get a bright finish in your later 
solutions. Any plating solution, whatever the metal, is 
more likely to plate bright if it be weak in metal, and 
certain of the salts. We would suggest that you use either 
of the following formulae as required: 

For thin deposits: bright, ammonium phosphate, 20 
grams. Sodium phosphate, 100 grams. Platinum, re- 
duced to platinum chloride, 2.3 grams. For thick de- 





posits; dull, ammonium phosphate 100 grams; sodium 
phosphate, 100 grams; platinum, reduced to platinum 
chloride, 10 grams. 

Dissolve the platinum in sufficient aqua regia and then 
evaporate to a thick syrup. Then dissolve the platinum 
chloride thus formed in 100 cc. of water. Dissolve the 
ammonium phosphate in 200 cc. of water and add to 
the solution of platinum chloride. In a separate beaker, 
dissolve the sodium phosphate in 700 cc. of water and 
add it to the platinum solution with constant stirring, 
when the precipitate previously formed will dissolve. Boil 
until the odor of ammonia has disappeared, then add 
water to make up for evaporation. The finished solution 
should have an acid reaction, which may be determined 
with litmus paper. For thin deposits or bright plating 
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PRECIOUS METALS CORPORATION 
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PLATINUM ALLOYS 
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General Offices: 
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Customer writes, ““The returns are to our satisfaction. We 


desire to express our appreciation of the prompt manner 
in which this and former transactions have been attended 
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usc the solution warm or at room temperature, but for 
heavy deposits it should be used hot. 

The amount of current used has much to do with the 
deposit. A weak current should be used for light deposits 
and a stronger current for heavy deposits. 


2??? ¥e Restore White Gold Color— 
Please tell me how to restore the white color on white 
gold after heating it. I have tried sulphuric acid, muriatic 
acid, nitric acid and everything I know of. C. L. B. 
Answer.—You are working along incorrect lines. 
What you wish to do in restoring the color of white gold 
alloys requires to a great extent a knowledge of metal- 





lurgical chemistry, which very few jewelers have. A more 
suitable method for you to follow would be to prevent 
the white gold from losing the color or original finish. 

In using the method referred to, we will assume that 
you wish to solder a white gold ring mounting. The 
first step will be to wet the ring, then dip it in boracic 
acid and shake off most of the surplus powder. Beat the 
ring sufficiently to fuse the powder, then apply borax 
paste and solder to your joint and proceed with your 
soldering. Certain stones, such as synthetics, garnets, 
diamonds, etc., may be safely heated when coated with 
boracic acid, although valuable stones should be removed 
from the settings. When the article is cool boil it in a 
pickle of hydrochloric acid 1 part, water 9 parts as this 
pickle is best for white golds. This method will preserve 
white gold color. 


??? Pepin 


I would thank you very much for a little information 
in regard to magnetism. 

About one-half of my watchmaking tools are charged 
with electricity and I feel you know of some way of 
taking it out. Our demagnetizer is too small to get the 
tools all in at the same time; for instance, the tweezers 
are too long to get in. I have a lathe motor on my 
watch bench. Do you suppose it charged my tools? Do 
you think by using tools that are charged with electricity 
on a watch it will get the watch charged ? F. E. K. 

Answer.—The most practical method of removing 
magnetism from your tools is with a demagnetizer, which 
is simply a solenoid coil: In the case of tools that are too 
large for the ordinary demagnetizer, the only remedy 
would be to have a large solenoid coil made up which will 
handle such tools. We believe that your electrician should 
be able to make such a coil at a nominal price. Your power 
company may also have some means at hand for handling 
such pieces. If you use tools that are highly magnetized, 
it is quite likely that they will magnetize watches you are 
working on. Long, slender tools, such as tweezers, should 
be easily demagnetized with the ordinary demagnetizer. 
It is unnecessary to get the tool completely in the coil; 
simply pass it through the coil and withdraw slowly. We 
never have any trouble in demagnetizing tweezers or any 
long, slender tools. It is quite possible that your motor 
may magnetize some of the tools, under certain conditions. 
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Why not place the motor underneath the bench top and on 
a shelf, then belt through just as you would: with a foot 
wheel ? 


2??? C heaning Solution 
Will you kindly send us formula for the following: 
Pickle for cleaning 14-kt. and 18-kt. white gold. Pickle 
for cleaning platinum. R. K. C. 

Answer.—Pickle for all white golds should be com- 
posed of hydrochloric acid 1 part, water 9 parts. Pickle 
for yellow gold is composed of sulphuric acid 1 part, 
water 9 parts. Platinum may be pickled in either of above 
solutions. When mixing these pickles, always add the acid 
slowly to the water, with constant stiring. Never pour 
water into acid, as it is dangerous. 


2??? Nion-Tamish Packing 


for Jewelry and Silverware— 


Could you inform me of the best method of packing 
gold jewelry and silver in a safe for a period of six 
months so that same will not tarnish? S. K. 

Answer.— Lhere are various styles of rolls, boxes or 
bags that may be obtained for packing jewelry and silver- 
ware which will prevent tarnishing to a great extent, in 





fact if the goods are properly packed, they should not 
tarnish very noticeably. However, considerable care must 
be observed in packing such goods. They must be clean 
and free from tarnish, wiped thoroughly dry and no finger 
marks should be allowed on the goods when packed. All 
packing, whether of cloth or paper should be of anti- 
tarnish material which can be obtained of the paper and 
box supply houses. Job envelopes are made of anti-tarnish 
paper and are quite superior to the ordinary paper. 

There are now special boxes and cases for sets of silver- 
ware of different sizes the interior of which are chemically 
prepared in such a way as to keep the contents from 
tarnishing. 





Sales Compelling Fixtures 
(From page 183) 


crafts and forms of decoration follow its lead. In the 
designing of interiors, the retail merchant turns to soft 
grays, aluminum shades, with blues and harmonizing col- 
ors. Fixtures must follow suit. No more of the roccoco 
nick-nacks of the gay nineties mar his windows and show- 
cases, but simple, useful and beautiful racks, shelves and 
mirrors grace his store, showing modern merchandise in 
a modern way. 

People like to buy at smart shops. Smartness, that 
intangible something which women of fashion are always 
seeking is not found in just one thing or another about 
a shop. 

Illustrations of the two mirrors are through the courtesy 
of the Cyrille Steiner Studios, and the one of the neck- 
lace and bracelet fixtures was supplied by the American 
Display Fixture Co. 
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CASH 
for your Scrap Gold 


Turn your old jewelry, 
polishings, sweepings 
into cash ~ full value. 


Our check will be sent to you 
promptly. 


> SPYCO <« 


Smelting & Refining Co. 


MINNEAPOLIS, MINNESOTA 
51 SO. THIRD STREET 














JEWELERS? 
GOLD NEEDS 


Hoover White Golds and Hoover 
White Gold Solders scientifically 
and accurately supply the Jewel- 
ers’ gold needs. 


No matter how delicate the job 
or how intricate, Hoover White 
Gold Solder flows easily and 
quickly into the tiniest crevice 
. . . and joints are permanently 
sealed. Hoover White Gold is 
strong, dense and tough, yet easy 
to work. 


Hoover Refining Service assures 
you prompt returns for your 
scraps, sweeps, filings, etc. “It’s 
the amount of the check that 
counts.” Send us a trial order 
Now! 


Hoover &Strong,Inc. - 
119 West Tupper Street, Buffalo, N. Y. 


GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912 
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Are YouA 
Gold Prospector? 


Oy is no need for 
prospecting when 
S. S. White Golds are avail- 
able. Follow the beaten path 
of satisfied users who have 


proved the “pay” qualities of 


S.S. White 


Golds, Platinum and Gold 
Solder and Alloys for White, 
Green and Yellow Golds. 
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TheS.S.WHITE DENTAL MFG.CO. 


Industrial Division 
152 West 42d St. New York,N.Y. 
Established in 1844 Member of J. B. of T. 














SEND US YOUR SWEEPS AND WASTE MATERIALS 





























